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Y hundreds 


Albuquerque WHITN-TV 
Huntington-Charleston 
Atlanta 
Little Rock 
Bakersfield WNEM-TV Flint-Boy City 
. Baltimore WANE-TV Fort Wayne 


-..+..Chicago KPRC-TV Houston 


KSTP-TV . . Minneapolis-St. Paul 
Nashville 


Television Division 


Edward Petry & Co., Inc. 


The Original Station Representative 





New York « Chicago « Atlanta + Boston « Dallas + Detroit + Los Angeles + San Francisco + St. Louis 









viewing habits have 
changed in columbus, o. 
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WIVN-TV \ 


NOW HAS A 





SHARE OF 
THE AUDIENCE 


ARB—Sign-on to Sign-off 
WTVN-TV Share of Audience 
MARCH NOVEMBER 




















1953 11.5 18.2 
1955 17.7 28.7 
1957 33.1 35.0 
1958 33.7 

Aug. '58—33.2 





WTVN-TV rc 





DES MOINES IN DEPTH 


Highlights of Media Study by Central Surveys, Inc. 


: 
| 
| 
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KRNT-T 


> The Station Most People Watch Most! 


> The Station Most People, By Far, Depend on for 
Accurate News! 


> The Station With Far and Away the Most BELIEVABLE 
Personalities! 


This Central Surveys study reveals many interesting facts that 
show without question KRNT-TV delivers the kind of results a 
present-day advertiser wants and needs! 


KATZ Has the Facts for YOU! 


The COWLES 
Operation in lowa 


Television Age is published every other Monday with an additional issue yearbook number published in December by the Television 
Editorial Corp. Editorial, Advertising and circulation offices: 444 Madison Ave., New York 22, N. Y. Plaza 1-1122. Printing Office: 109 
Market Place, Baltimore 2, Md. Single Copy: 50 cents. Yearly subscription in the U.S. and possessions: $7; in Canada and Mexico $8 
a year; elsewhere $12 a year. Volume VI No. 5. Second class mailing privileges authorized at Baltimore, Md. 





“GOING MY WAY” 


731° 


WBZ-TV 34.0 starion 75 


RATING* 


“ROAD TO SINGAP APORE”’ > 


58 7" 


WBZ-TV 13.7 stationess 


RATING** 


; 




































“WAKE ISLAND” 


29.0% 


WBZ-TV 22.7 Station c 7's 


RATING** 








~WBZ-TV 22.7 Stknon ¢ *23 


RATING** 





WBZ-TV BOSTON 
SEPT. 7 THROUGH II 


*ARB COINCIDENTAL, SEPTEMBER 7, 1:00 PM 
**TRENDEX RECALL, SEPTEMBER 7, 10—10:30 PM, SEPTEMBER 11, 11:15 PM 








A thriller-diller from WJRT 






“‘WJRT, of course, 
Ponsonby !”’ 


“*T give up, chief. What do Flint, 
Lansing, Saginaw and Bay City 
have in common?” 


Saturation TV coverage of rich mid- the air in October, WJRT’s the only tele- 
Michigan. At last you’ve got it, through vision station that will reach and sell Flint, 
Flint’s WJRT—and from the inside, com- Lansing, Saginaw and Bay City, with a 
plete with ABC primary affiliation. On Grade “A” or better signal. 


WIRT 
WRT 


Represented by HARRINGTON, RIGHTER & PARSONS, INC. 


New York « Chicago + Detroit * Boston « San Francisco « Atlanta 
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ANIMATION OR LIVE ACTION? 


Top spot advertisers tell why certain commercials 
are better suited to their products 


5 


_ 


FILM COMMERCIAL PRODUCERS 


FOR TOP SPOT ADVERTISERS 


3; 


~~ 


TV SCORES FOR SKATERS 


Record crowds see Ice Capades in Pittsburgh as a 


result of tv promotional campaign 


34 ROAD TO PROFIT 


— 


Public service has pointed the way to KMOX-TV’s 
rapid rise in the St. Louis market 


36 STORY OF A SALE 


Every tv selling job is different—and every tv 


station uses a different approach 


38 BUILT-IN BOOST 


WEHT promotion efforts give Lestoil introduction 


to Evansville area an added impetus 


DEPARTMENTS 


ll Publisher’s Letter 
Report to the readers 


14 Letters to the Editor 


The customers always write 


19 Tele-scope 
What's ahead behind the scenes 


21 Business Barometer 


Measuring the trends 


23 Newsfront 
The way it happened 


63 Film Report 


Round-up of news 


75 Washington Memo 
Tv and Capitol Hill 


77 Wall Street Report 
The financial picture 


79 Spot Report 


Digest of national activity 


80 Audience Charts 
What watches what 


109 In the Picture 


Portraits of people in the news 


110 In Camera 
The lighter side 


CARAVEL 


Produces Commercials 
for 


HIT PARADE 


CIGARETTES 


Batten, Barton, Durstine & Osborn, Inc. 


CARAVEL 


Produces Commercials 
for 


RCA 
WHIRLPOOL 


Kenyon & Eckhardt, Inc. 


CARAVEL 


Produces Commercials 
for 











Young & Rubicam, Inc. 


For your next commercial 
call — 





CARAVEL FILMS 


INCORPORATED 


20 WEST END AVENUE 
NEW YORK 


CIrcle 7-6110 
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From Rochester's CHANNEL 10 


A Double Toast to 
Our Advertisers: — 
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G. S. Smith 
Chicago Office 
Yes, you get the majority* of 333 North Michigan 
Tel: FRanklin 2-7100 
the eyes and ears in the rich West Coast Office 


R. J. Friedman 
5880 Hollywood Blvd. 


vertise your product on Los Angeles 


Hollywood 7-5625 
CHANNEL 10 


Rochester area when you ad- 
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What do these pictures have in common? 


ART DIRECTION 
















who brings excitement to this 
dynamic musical and power 
to this realistic commercial . . 

a spectacle’s extravagance, an 
industry’s energy, presented 
with the same vitality by this 
man. 


DAMN YANKEES 


MUSIC SUPERVISION 













THIS MAN... 

whose musical direction gives 
depth to this drama and rich 
highlights to this award-win- 
ning commercial ...a psycho- 
logical study, a stylized auto- 
mobile display, each set to its 
own perfect theme. 














THESE MEN... 
who provide these cosmopoli- 
tan characters with a very 
animated existence...a 
notorious rabbit, a world-re- 
nowned sportscaster, created 
with universal humor and 
selling power by these Anima- 
tion Directors. 

BUGS BUNNY 







THIS SPECIAL EFFECTS EXPERT... 
who brings the sea’s sweeping 
background to this great epic, 
magic to this award-winning 
commercial ... nature and a 
flying TV set from this man’s 
world of illusions. 


LOUIS LICHTENFIELD 


THE OLD MAN AND THE SEA 





All these films were produced 
.. for the same audience,and people everywhere respond to quality 
by the same men, experts in every phase of film production 
.. with the same vast technical facilities that established Warner 
Bros. leadership in motion pictures and television, including 
WB’s exclusive Ultra-Violet Background Matte Process 
..and introducing WB’s complete East Coast editing and optical 





eae IN NEW YORK, IN LOS ANGELES, 
facilities. CALL OR WRITE CALL OR WRITE 
You can trust these creative experts to give your commercials the nt a Lo wan 7 Diets 7 
. . #4: . pvision 
quality and impact of the best feature films...and at competitive him ©” 6 = —6llle 


prices! Clrcle 6-1000 HOllywood 9-1251 
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LOCALE: 
VILLAGE SQUARE 
SOMEWHERE IN JAVA 


EVENT: 
COCKFIGHT 


OPINIONS: 
DIVIDED 


ON LOCATION 
PHOTOGRAPHY : 
GENERAL FILM'S OWN 
OMNIPRESENT AMBASSADOR 
OF GOOD FILMANSHIP 


STORY: 
VISITING GENERAL 
FILMMAN PROVIDES 
UNTRADITIONAL ENDING 
TO AN ANCIENT AND 
HIGHLY TRADITIONAL 
SPORT. (see below) 


MORAL: 
WHILE THERE MAY BE 
TWO HOTLY-DISPUTED 
SIDES TO EVERY 
JAVANESE COCKFIGHT, 
THERE'S NEVER ANY 
DISPUTING THE 
UNMATCHED SKILL AND 
SUPERIORITY OF THE 
ONE FILM PROCESSOR 
WHO'S ALWAYS 
OUT IN FRONT. 


GO GENERAL 


FILM LABORATORIES CORP 


1546 ARGYLE AVENUE 
HOLLYWOOD 28, CALIF. 
HO 2-6171 








Letter from the Publisher 


Tv and Business 


Television billings are keeping pace with the sharp recovery in 
the national economy. 

As the lead article in the Spot Report in this issue points out, Oc- 
tober will be one of the best, if not the best, months for spot billings 
in tv history. 

At the same time there are indications network billings are look- 
ing up. Most of the pessimism of mid-summer has disappeared as 
only a few fringe-time segments remain untenanted. Local business 
is better. 

An earlier tendency among some advertisers to cut budgets has 
reversed itself, and now many of the bigger tv buyers are planning 
to spend more than originally budgeted. Madison Avenue has been 
quick to react, and agencies, both large and small, are taking an 
optimistic view. 

A concrete example of this practical optimism was afforded when 
Kenyon & Eckhardt not only restored the pay cut which was an- 
nounced May 1 but reimbursed employes for money already de- 
ducted. Since the cut ranged from 10 per cent for employes making 
$10,000 a year to 20 per cent for those making $30,000 or more, 
the amount involved was sizable. 

A survey by the American Association of Advertising Agencies 
among its membership discloses that a large percentage is expecting 
a substantial increase in billings the second half of 1958, as com- 
pared to the same period in 1957. 

At Young & Rubicam, where one executive points out “we can’t 
restore any pay cuts because none was made,” there is a decided 
quickening of activity. New business this year includes Chrysler, 
Tussy, Langendorf Bakeries and more recently J. H. Filbert Co. 

At Compton, Henry Haines, vice president, director and treas- 
urer, says that the agency “did not feel the depression as much as 
firms with industrial accounts.” Hotpoint is a major advertiser 
added this year. 

While it was not a “banner year” at SSC&B, M. Herbert King, 
controller, is “definitely not pessimistic about the future.” And at 
FC&B, Charles H. Newbrand, assistant treasurer, observes that the 
agency “was not affected by the recession one way or another.” 

At Benton & Bowles, there is decided optimism. President Robert 
E. Lusk observes that the agency will hit $100 million in billings this 
year for the first time. Anticipation is that a major business expan- 
sion is in the making. 

Yes, television prospects are bright on all fronts. The faith of 
advertisers and agencies alike in the selling power of tv may very 
well have much to do with the short life of America’s 1958 recession. 


Cordially, 


Ay faut 











| 
| “wight on the button” 


Grantbray-Lawrence 
Animation,inc: 


| 7/6 NO.LA BREA AVE. 
HOLLYWOOD 328, CALIF. 
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MEL 
HARRIS 


This is another in our series about successful people in advertising. Peters, Griffin, Woodward, Inc. Spot Television 
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IS MR. HAMMERHARDER 


“Hit the line hard!" says Mr. Hammerharder — and he does! Day after day 
and night after night his Spot TV announcements drive through the middle of 
the big markets and bowl over his opposition in the smaller ones. 


Then, his whole budget takes a rest between halves. 


Mr. Hammerharder’s advertising scores heavily, because Spot Television enables 
him to apply it with great power — and no waste. 


Your PGW Colonel would like to send you “A Local Affair", a booklet that will 
show you how powerful Spot Television is on the local scene where your sales 
are made — or lost. Just write to PGW Spot Television, 250 Park Avenue, N. Y. C. 


MIDWEST EAST 
WHO-TV Des Moines 13. NBC WBZ-TV Boston 4 NBC 
WOC-TV Davenport 6 NBC WGR-TV Buffalo 2 NBC 
WEST WODSM-TV Duluth-Superior 6 NBC-ABC KYW-TV Cleveland 3 NBC 
KBOI-TV Boise 2 ces WDAY-TV Fargo 6 NBC-ABC WWI-TV Detroit 4 NBC 
KBTV Denver 9 ABC KMBC-TV Kansas City 9 ABC WJIM-TV Lansing 6 CBS 
KGMB-TV_— Honolulu 9 CBS WISC-TV Madison, Wis. 3 CBS WPIX New York 11 IND 
KMAU KHBC-TV Hawaii WCCO-TV Minneapolis-St.Paul 4 CBS KDKA-TV Pittsburgh 2 CBS 
4 KTLA Los Angeles 5 IND WMBD-TV Peoria 31 CBS WROC-TV Rochester 5 NBC 
KRON-TV San Francisco 4 NBC 
KIRO-TV Seattle-Tacoma 7 cas SOUTHWEST SOUTHEAST 
KFDM-TV Beaumont 6 cBS WCSC-TV Charleston,S.C. 5 CBS 
KRIS-TV Corpus Christi 6 NBC WIS-TV Columbia, S. C. 10 NBC 
WBAP-TV Fort Worth-Dallas 5 NBC WSVA-TV Harrisonburg, Va. 3 ALL 
KENS-TV San Antonio 5 cBS WFGA-TV Jacksonville 12 NBC 
wiv) Miami 4 CBS 
WODBJ-TV Roanoke 7 CBS 


PETERS, GRIFFIN, WOODWARD, mc. 
Spot TELEVISION 


Pioneer Station Representatives Since 1932 





NEW YORK © CHICAGO + DETROIT * HOLLYWOOD @ ATLANTA «* DALLAS «¢ FT.WORTH * SAN FRANCISCO 
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Wire or phone 
collect today 
for your market! 
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NE YORK 
NFIDENIIAL 


ON LOCATION 


Round-the-clock, 
millions are caught 
up in the current 
of the world’s 
crossroads! 


Lee Tracy and 


find high adventure 
on the piers! 


A few narrow 
streets — financial 
fates decided! 















“New York's finest” 










Lestoil History 

. the August 25th issue’s “Letter 
teil the Publisher” was very interest- 
ing. . . . There is one correction | 
would like to make in this letter, and 
that is in the fourth paragraph, second 
sentence, which states, “When he first 
developed the product (Lestoil) in its 
present form some 20 years ago, he 
took it to the large soap companies, 
which told him that a heavy, all-purpose 
detergent was not salable.” 

Apparently Mr. Paul misunderstood 
me. I told him that in 1947 the largest 
producers of pine oil in this country 
approached all of the three large soap 
companies with the proposition that 
they market at retail a product which 
they were currently selling to com- 
mercial laundries—a product which 
contained mostly pine oil. All three 
companies, they told us, were emphatic 
in their statements that a heavy-duty 
liquid detergent would never find ac- 
ceptance in the American market. 

At no time during our history did 
we make any attempt to sell either our 
company or our product to any of the 
three soap companies, or, in fact, to 
anyone. 

Jacos L. BaRowskKy 
President 
Adell Chemical Co. 
Holyoke 


Children’s Programs 

We appreciate the special attention 
which TELEVISION AGE devotes to chil- 
TELEVISION 
AGE makes a contribution to the entire 
industry when it exposes to view the 


dren’s programming. . . . 


great variety of entertainment, much 
of it sugar-coated education, available 
to the children and parents of this coun- 
try. Proof that television stations pro- 
vide parents with a choice and an obli- 
gation—the right to provide children 
with fare they deserve, and at the same 
time a responsibility to those same chil- 
dren to help them distinguish between 
the good and the tawdry... . 
WALTER E. SICKLES 
Program Director for Television 
wpBo-Tv Orlando 


fl CARAVEL 


Produces Commercials 


GENERAL 


ELECTIC 


Batten, Barton, Durstine & Osborn, Inc. 


CARAVEL 


Produces Commercials 





WINSTON 
CIGARETTES 


William Esty Co., Inc. 


CARAVEL 


Produces Commercials 








Parkson Advertising Agency, Inc. 


For your next commercial 


CARAVEL FILMS 


20 WEST END AVENUE 





for 


for 


for 


call — 





INCORPORATED 


NEW YORK 


ClIrcle 7-6110 











Advertising agencies select MPO-TV 


as leading film commercial producer 





The number one 
ranking we have re- 
ceived is regarded with 
a just sense of pride 

by every one of MPO’s 
eighty-two staff 


members. 


It is a reputation 
which every one of us 
intends to earn the 
right to keep... 


year after year. 





MPO Television Films 


INCORPORATED 


New York MUrray Hill 8-7830 
Detroit TRinity 2-2280 


Hollywood POplar 6-9579 











58 Survey results 
repeat last year’s 


MPO Television Films, Inc., the two- 
coast television film commercial pro- 
ducer, leads the field for the second 
consecutive year in advertising agency 
surveys conducted by trade magazines. 

MPO received far more first place 
votes than any other producer in 
Sponsor Magazine’s recent survey, 
“How Agencies Rate Television Com- 
mercial Film Producers.” The twenty- 
six major agencies polled rated pro- 
ducers for quality, reliability, econ- 
omy, flexibility, facilities, creativity, 
animation and location work. “Out of 
50 commercial film producers nomi- 
nated as best in certain categories,” 
concludes Sponsor, “one, MPO-TV 
Films, ran well ahead of the entire 
field.” 

In 1957, Billboard’s similar survey 
of 1200 advertising agency executives 
concerned with television commercial 
production ranked MPO number one 
for quality and speed. 

One of the reasons for MPO’s su- 
perior ranking for film commercial 
production can be found in the firm’s 


MPO’s East-West 
Production Setup 





The availability of complete produc- 
tion facilities and equipment both in 
Hollywood and New York is a prime 
factor in MPO’s superior ranking for 
film commercial production. Since 
April 1958, when MPO announced its 
deal to utilize the 24-studio Republic 
lot in Hollywood, the company has 
been offering a two-coast production 
setup, unique in the industry. 

The resulting flexibility for commer- 
cial production is unlimited. An agency 
may choose either Hollywood or New 
York for filming and editing. If de- 
sired, portions of a single commercial 
may be filmed on both coasts and final 
editing done at the most convenient 


location. 


permanent staff of top directors, cam- 
eramen, editors and scenic designers. 
“We recognized years ago,” says MPO 
president Judd L. Pollock, “that the 
only way to guarantee top quality on 
a continuous basis was to recruit the 
kind of creative talent that makes suc- 
cessful commercials. We have received 
unprecedented support from the agen- 
cies because we are able to offer this 
talent on an exclusive year-round 
basis.” 

Last year MPO Television Films, 
Inc. completed over 1100 commercials 
for advertisers through leading United 
States and Canadian advertising agen- 
cies. Many of these commercials were 
filmed on location as well as in MPO’s 
studios in New York and Hollywood. 

The client list of MPO Television 
Films, Inc. includes: 

N. W. Ayer & Son, Inc., Batten, Bar- 
ton, Durstine & Osborn, Inc., Benton & 
Bowles, D. P. Brother & Co., Leo 
Burnett Co., Cockfield Brown & Co., 
Ltd., Compton Advertising, Inc., Cun- 
ningham & Walsh, Dancer-Fitzgerald- 
Sample, Inc., D’Arcy Advertising Co.., 
Donahue & Coe, Doyle-Dane-Bernbach, 
Inc., William Esty Co., Inc., Foote, 
Cone & Belding, Inc., Geyer Advertis- 
ing, Inc., Grey Advertising Agency, 
Inc., Hicks & Griest, Kenyon & Eck- 
hardt, Ketcham, McCleod & Grove, 
Lennen & Newell, Inc., McCann-Erick- 
son, Inc., McKim Advertising, Mac 
Laren Advertising Co., Inc., Richard 
K. Manoff, Maxon, Inc., Morse Inter- 
national, Needham, Louis & Brorby, 
Emil Mogul, Ogilvy, Benson & Mather, 
Inc., E. W. Reynolds, Ltd., Sullivan, 
Stauffer, Colwell & Bayles, Inc., 
Tatham-Laird, J. Walter Thompson 
Co., Wesley Associates, Young & Ru- 
bicam, Inc., Reach, McClinton & Co., 
Ted Bates & Co., Campbell-Ewald Co., 
Doyle-Dane-Bernbach, Doherty, Clif- 
ford, Steers & Shenfield, Inc., Erwin 
Wasey, Ruthrauff & Ryan, Inc., Clinton 
E. Frank, Inc., Gardner Advertising, 
Bryan Houston, Inc., Kudner Agency, 
Inc., C. J. LaRoche & Co., Earle Ludgin 
and Co. 
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Look who's advertising on TV now! 


Local businessmen— most of whom never could afford spot commercials until the advent of Ampex 
Videotape* Recording. For Videotape cuts production costs to ribbons— brings “‘live local’’ spots within 
the reach of almost everyone. 


Scheduling to reach selected audiences is much easier too. Commercials can be pre-recorded at the 
convenience of both station and advertiser, then run in any availability, anytime. 


Opening new retail markets and expanding income potentials for stations are just two of many benefits of 
Videotape Recording. Write today for the complete story. Learn too how easy it is to acquire a VR-1000 
through Ampex purchase or leasing plans. 


CONVERTS TO COLOR ANYTIME + LIVE QUALITY + IMMEDIATE PLAYBACK » PRACTICAL EDITING » TAPES INTERCHANGEABLE + TAPES ERASABLE, REUSABLE + LOWEST OVERALL COST 


AMPEX 


850 CHARTER STREET, REDWOOD CITY, CALIFORNIA | CORPORATION 
Offices in Principal Cities professional 

















products division 


*rm AMPEX CORP. 
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Top 100 Markets 

... 1 have seen your reprint of “The 
Top 100 U. S. Tv Markets.” I should 

like to have two or three copies. . 
Ruta GiLoMBARDo 
Media Research 
Campbell-Mithun Adv. 
Minneapolis 


Ampex Coverage 

. . . Everybody at Ampex much ap- 
preciates the full, fair and detailed 
coverage you continue to give Ampex 

products and Ampex people. . . . 
Jack Hauser 
Sales Promotion Manager 
Professional Products Division 
Ampex Corp. 
Redwood City 


Film Commercial Directory 
This agency is about to get heavily 
involved with tv commercial produc- 
tion. | understand you have a directory 
of tv commercial film studios. Would 
you please have a copy sent to us im- 

mediately. . .. 

Betty M. Jones 
Tv Department 
Colle & McV oy 


Minneapolis 


Your “Directory of Ty Film Com- 
mercial Producers” which appeared in 
the June 30 issue gave out-of-date in- 
formation on the listing for Alexander 


Film Co. . . . here is the correct in- 
formation: 
Alexander Film Co., Alexander 


Film Co. Bldg., Colorado Springs, Col. 

Melrose 3-1771. Keith Munroe, pres. 

Jay Berry, v.p., national division; 

James Anderson, v.p., production; 

John Lee, mgr. Alexander Produc- 

tions; Bob Olds, creative dir. 

Industrial and public relations films, 
commercials and syndicated spots. 

Bos Geppy 

Sales Promotion Manager 

Alexander Film Co. 

Colorado Springs 


. your Directory of Tv Film Com- 
mercial Producers . . . lists our subsidi- 
ary company, Commercial Syndicated 
Films (but) ... our parent company, 
Lewis & Martin Films was not included 

. . would it be possible to have Lewis 
& Martin Films in your next publica- 
tion? 

Lewis & Martin Films 1431 


Inc.. 


North Wells St., Chicago, 10; White- 
hall 4-7477. Herschell G. Lewis, pres.; 
Arthur E. Kaplan, exec. v.p.; William 
R. Johnson, v.p. for sales; Anthony La- 
Pietra, prod. mgr.; Betty Lou Taylor, 
studio mgr.; Sanford Greenlaw, art dir. 
Production of tv commercials, ani- 
mated spots, industrial films, slide films, 
still photography, government & edu- 
cational motion pictures. 
Betty L. TAYLor 
Studio Manager 
Lewis and Martin Films 
Chicago 


Cutline Mix-Up 

. .. on page 37 of the September 8th 
issue of TELEVISION AGE there was a 
picture of three gentlemen, with the cut 
line as follows: “George Washington 
Honor Medals go to Arthur C. Schofield 
(center) and Lee Ruwitch (left) for 
wtvJ Miami series.” 

The gentlemen on the left happens 
to be Dr. Kenneth D. Wells, president 
of Freedoms Foundation at Valley 
Forge. . . . I hope I am still employed 
by Storer Broadcasting Co. and . . . I 
received the medal for the Storer top 
company advertising. . . . This is the 
third successive year we have won the 
award from Freedoms Foundation on 
our national advertising (the Ameri- 
cana Series). We are the only broad- 
casting facility, network or independent, 
to have ever received this award. . . . 

ArTHUR C. SCHOFIELD 
Vice President 
Storer Broadcasting Co. 





Note: Our apologies, Mr. Schofield. The award 
presentation picture shows, left to right, Dr. 
Kenneth Wells, president of Freedoms Foun- 
dation, presenting awards to Arthur C. Scho- 
field, vice president of advertising for Storer 
Broadcasting, and Lee Ruwitch, executive 
vice president and general manager of WTVvJ 
Miami. Mr. Schofield received a George Wash- 
ington Honor Medal for the Storer Broadcast- 
ing Co. advertising (Americana) series; Mr. 
Ruwitch, a medal for the public-service pro- 
gram A Day in Question, which was telecast 
by wtvy in 1957. 


“4 


One taping worth © 
ten rehearsals 





Mr. Robert Reed, Program Manager 
WOAI-TY, San Antonio 


“Weathergirl ‘Twila’ was a novice 
in television. We Videotaped* her 
rehearsals and let her watch her- 
self in action. She learned camera 
technique amazingly fast, thanks 
to Videotape.”’ 


AMPEX 


CORPORATION 
850 CHARTER STREET, REDWOOD CITY, CALIFORNIA 




















*TM Ampex Corporation 
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EDWARD PETRY & CO., National Representatives 


For two in love, particularly a client 
and an agency who are in love with sales, 
there’s a television station in Houston, 


Texas to light their way until FACTS ABOUT KPRC-TV DIAMONDS Choose 

any one of the four basic gems in television’s gamut, 

eternity KPRC-TV, the starlit station 1.D., Chainbreak, Minute, or Program, you'll get clarity, 
re ‘ ; 


brilliance and value on KPRC-TV. A trusted station 
that lights the way forever representative is your best adviser. 
. ; 


KPRC-TV, HOUSTON. IS FOREVER 












Mennen’s Heavy Network Investment 

CBS-TV has come up with a sponsor willing to purchase 
an hour-long live program, a rare and beautiful thing these 
days. The Mennen Co, has done just that with Pursuit 
(Wednesdays, 8-9 p.m.) on alternate weeks, starting Oct. 
22. The investment for time and talent is estimated at over 
$3 million. Pursuit, a CBS package, is a live suspense- 
drama series, featuring top stars each week. Earlier, Men- 
nen had dropped ABC-TV’s Wednesday Night Fights (10 
p.m. until conclusion), which it had co-sponsored with 
Miles Laboratories. Brown & Williamson, for Viceroy ciga- 
rettes, has replaced Mennen over at ABC-TV. 


What’s Next at ITC? 

With Independent Television Corp.'s acquisition of Tele- 
vision Programs of America (for $11.3 million) now com- 
pleted, industry observers are waiting for ITC’s next ex- 
pansion move. The TPA purchase, according to Jack 
Wrather, chairman of the board of Independent Television, 
is “the first of several expansion moves planned for ITC 
both here and abroad.” The TPA acquisition automatically 
gives ITC 12 major programs, and a seasoned distribution 
organization. It also commits them heavily to the overseas 
market, since TPA is a leading distributor to foreign coun- 
tries. ITC, of course, has international tie-ups in that the 
company was formed by the Jack Wrather Organization, 
Carl M. Loeb, Rhoades & Co., and two British firms: As- 
sociated Television Ltd., and Incorporated Television Pro- 
gramme Co. Ltd. In addition to The Adventures of Tom 
Swift, which ITC will produce in this country, two co-pro- 
duction deals have been set up in England. The programs 
are Interpol Calling and Four Just Men. The company is 
now known as ITC-TPA and will continue until the direc- 
tion of Walter Kingsley, president. Michael M. Sillerman, 
executive vice president of TPA, has resigned from the new 


company. 


Bon Ami’s Spot Saturation 

Cole, Fischer & Rogow, Inc., which recently acquired the 
Bon Ami Co. account in an action disputed by the com- 
pany’s former agency, Warwick & Legler, Inc., has al- 
ready moved with spot placements. Saturation schedules 
were being quickly lined up at press time to run in about 
35-40 markets where the account had not set trade deals 
earlier. The new placements, starting this month on a two- 
weeks-on, two-weeks-off, two weeks-on basis( to be followed 
by a nine-week run later), will be regular cash buys, al- 
though barter time will be taken in markets where avail- 
able. Media director Arthur Fischer and Jack Dube are 
handling the buying. 


Paar Half-Hour Show? 

Jask Paar, who a few weeks ago declared he was fed up 
with his late nightly strip on NBC-TV, has been talking 
over plans at Young & Rubicam for a once-a-week sponsored 
half-hour show, same network. 
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Animation Business Picks Up 

The animation business is going at full steam again, 
following a rough spring and summer. Almost all commer- 
cial film houses are operating at full capacity, and they've 
got only one headache: finding enough skilled personnel. 
According to a spokesman for the Screen Cartoonists, Local 
841, “we're faced again with the same old problem: not 
enough people to handle the work.” Representatives of 
west-coast animation firms have come east in an attempt to 
lure personnel to Hollywood, the union spokesman says. 


Tang Campaign Successful 

Tang, the General Foods powdered instant orange drink 
which was introduced nationally a few weeks ago, is meet- 
ing with great success, according to account executive Ray 
Jones of Young & Rubicam, Inc., New York. “We've been 
very pleased with the television campaign results,” he noted, 
“and plan to continue in tv at the same ratio we used in 
the test markets.” About 50 per cent of the Tang budget 
goes into video. The New York market, as typical, is run- 
ning about six minute spots weekly on two daytime pro- 
grams, with the product getting additional exposure on 
the company’s network shows. Jim Scala is the Y&R time- 
buyer. 


Pan-Am Life Testing 

A test schedule for the Pan-American Life Insurance Co. 
has been placed in the company’s home town, New Or- 
leans, using the Colonel Flack series. If successful, the 48- 
state agency might run similar placements in other top 
markets, probably on a co-op arrangement with local agents. 
Bauerlein, Inc., New Orleans, is the agency, Clarke Salmon 
Jr. the account executive. 


Little Rock Tv Classes 

The school situation in Little Rock, Ark., can credit a 
blow to the economies of the city’s three video stations 
among its other tragic effects. In a cooperative effort to 
help the picture somewhat, local broadcasters KATV, KARK- 
TV and KTHV were contributing daily 7-9 a.m. periods for 
televised classes. The average time cost during those hours 
is $120 per hour. Representatives of the stations stated 
the time had been donated as a public-service effort during 
the unsettled period. 


Spot Campaign for Tareyton 

An expected spot campaign for the new dual-filter Tarey- 
ton cigarette will break very shortly, with timebuyer Janet 
Murphy placing the schedules out of Lawrence C. Gumbin- 
ner, Inc., New York. The improved brand was introduced 
several months ago in a campaign largely concentrated in 
print. CBS-TV’s Bachelor Father on alternate Sundays 
carried the only tv announcements. “The show is good,” 
noted an agency executive, “but it reaches only a section 
of the total market. The ideal campaign should be both in 
programs and spot. This was realized, and an additional 
budget was allocated for the spot drive.” 
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Let’s put our heads TOGETHER... 





You write the commercials. We'll produce them. 


That’s a combination HARD TO BEAT! 
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Business barometer 


In July both local and national spot billings took their average drop for that 
summer month. 


Business Barometer reports indicate that local was down 5.8 per cent for July, as 
compared with June, 
and national spot was LOCAL BUSINESS 
off 8.8 per cent for 
the same period. 








July Aug Sept Oct Nov Dex Jan Feb Mar Apr May J ; 


Comparing this with previous 
years indicates that 
the decline was in 
line with other mid- 
year averages and that 
the so-called business 
recession, which was 
at its height at that 
time, apparently had 
little effect on these 
two divisions. 








In 1957 the July drop from 
June billings was 5.7 
per cent for local a, 
television and 8.5 for 
national spot—figures 
almost identical with 
those this year. 








In earlier years the difference was wider. Going over the record from 1954, when the 
Business Barometer records begin, to the present, one finds the following 
readings for local 
business (all are 
minus percentages): SPOT BUSINESS 
1954, 7.23 1955, 2.8: fuly A ( Nov. I 
1956, 5.8: 1957, 6.7, 
and 1958, 5.8. 


* national spot the figures F x 
(again all minus) are: / . 195 
1954, 9.33 1955, 5.53 / ~. a 
1956, 135.2; 1957, 8.5, [ Fa ‘ 
and 1958, 8.8. ‘ , 





hoy 





/ 


The chart on this page illus- 
trates the trends for 
the past three years. 








The comparative strength of he / 
these two divisions of lil Vip 

television revenue in / 

the face of the weak- j 

ening national economy / 

in July may be re- f 

garded as an optimis- 

tic sign for local and 

national spot billings 

for the year. With 

the economy on the 

upgrade in September, 

and indications that 

the recession is over, 

reports for August 

and September may easily be above average. 








The Business Barometer reports are prepared from material submitted by stations i 
all sizes and types of markets. These figures are received by Dun & Brad- 
street. That firm prepares averages from these reports. TELEVISION AGE 
editors prepare the Barometer from these averages. 
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Presenting — 


“A YEAR’S HARD WORK” 


in animation and live action 


AMERICAN MACHINE 
& FOUNDRY 
GENERAL MOTORS 
(INSTITUTIONAL) 
RCA 


VASELINE HAIR TONIC 
SAVARIN 
IDIidS G10 
IN3GOSd3d 
ISNOHONILSIM 
INIYVOUVW TVIdIdWI 


| ® KOYLON 
IDEAL TOYS 
BALLANTINE 
GOOD HOUSEKEEPING 





BY A PERMANENT STAFF OF 30 


for 





FILM PRODUCTIONS, INC. 
e TELEVISION AND INDUSTRIAL FILMS 1600 Broadway, New York 19, N. Y. JUdson 2-5730 
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Quizzers seem just as popular as ever . . page 23 


Retailers tipped on Yule promotions . . page 23 


In-school tv experiment in Indiana .. . page 106 


Quiz Question (II) 

The answer to the $24-million ques- 
tion of how the blight of investigation 
that settled on tv quiz shows during the 
summer will affect the future of a pro- 
gramming staple on which that sum is 
currently being spent for time, talent 
and production (see “Quiz Question,” 
TV AGE, Sept. 22) seems to be: very 
little, if at all. That, at least, is the over- 
all conclusion to be crawn from a com- 
parison of two surveys made especially 
for TV AGE by The Pulse, Inc., before 
and after catastrophe seemingly struck. 

Taking a sample of 500 men and 500 
women in 1,000 homes in the metropoli- 
tan New York area last July, Pulse 
found that 93.1 per cent had viewed a 
quiz show during the previous four 
week; only 69 respondents out of the 
1,000 replied in the negative. 

Repeating the same query to another 
sample of 1,000 Gothamites at the end 
of September, and covering the four- 
week period immediately following the 
headline-making revelations anent quiz- 
show rigzing, Pulse learned that 91.7 
per cent had watched at least one quiz- 
zer, with only 83 respondents—14 more 
than in the first survey—having failed 
to do so. 

In regard to the number of quizzers 
on the air, the so-called scandal seems 
to have affected at least that part of 
the public covered by the Pulse study 
only to a minor degree. Forty-five peo- 
ple out of the 917 who viewed quiz 
programs in September, or 4.9 per cent, 
thought there should be more of this 
type of programming, as against 47, or 
5.0 per cent, of the 931 pre-investiga- 
tion respondents. 

There were 358, or 39.1 per cent, 
who voted for fewer quizzers in the sec- 
ond survey, compared to 298, or 32.0 
per cent who thought that way the first 
time around. Agreeing that the number 
of such stanzas now on the air is just 
right were 514 people now, as against 


586 before, or 56.0 per cent to 63.0 per 
cent. 

From the standpoint of enjoyment, 
208 respondents (22.7 per cent) of the 
second study’s 917 viewers thought quiz- 
zers more enjoyable than other types of 
programming, as against 218 (23.4) out 
of the original 931. “Less enjoyable” 
evoked 333 votes to the previous 292, 
or 36.3 to 31.4 per cent; “just as en- 
joyable” brought a response of 376 this 
time, compared to 421 in July, or 41.0 
to 45.2 per cent. 

Despite the inference induced by the 
accusations leveled against quiz shows 
that being a contestant on same is a sure 
road to easy money, the Pulse sample 
last month showed an admirable lack of 
resentment at the thought and a startling 
refutation of the implication. Of the 917 
September group, 348 preferred the 
type of quizzer in which people viewing 
at home may participate, making for 


38.0 per cent; of the 931 July respond- 
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Many retailers use tv for eminently 
successful Christmas promotions. 





ents, the equivalent number was 363, or 
39.0 per cent. 

Those who prefer quiz sessions which 
limit themselves to contestants appear- 
ing on the program numbered 434 to 
437, or 47.3 to 46.9 per cent, in the 
September-July comparison. Those with 
no preference either way totaled 131 
B.C. (before charges), compared with 
135 A.D. (after denials)—or 14.1 to 
14.7 per cent. 

As for individual quiz stanzas them- 
selves, NBC-TV’s Twenty-One, the storm 
center of the scandal following the 
Dotto disclosures and subsequent de- 
mise, seems to have been affected not 
a bit by all the ruckus—again accord- 
ing to the Pulse sample of public opin- 
ion. With 14 more people admitting to 
not having watched any quizzer during 
period, the Jack 
Barry-Dan Enright production lost only 
22 viewers since coming under an offi- 
cial cloud. 


the second-survey 


In spite of everything, the show had 
151 viewers among the Pulse sample 
last month, compared to 473 pre-con- 
tretemps—45.1 to 47.3, percentagewise. 
And, perhaps even more significantly, 
co-producer and emcee Jack Barry, de- 
spite being a key figure in the New York 
district attorney's quizzing of the quiz- 
zers, racked up 73 votes in holding his 
place as third most popular quizmaster 

four more than the 69 he drew in 
July, or, in percentages, 14.1 to 11.9. 

In terms of program preference, of 
636 total responses from 630 respond- 
ents, Twenty-One placed second (be 
hind The Price Is Right) with 110 votes. 
Considering the total responses of 740 
from 731 respondents in the earlier sur- 
vey, this score compares more than fa- 
vorably with the 150 that the show hung 
up at that time. Percentagewise, the 
drop was 3.0—from 20.5 to 17.5. 


Yule Promotions 

During the six-week period preceding 
Dec. 25, the talents of the most promo- 
tion-minded tv ad men are extensively 
used to move “gift items.” In the case 
of a national concern such as Sheaffer 
Pen Co., $1 million is being spent this 
year on two network musical spec- 


(Continued on page 106) 
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THE BEAUT) ¢ 





OF TELEVISION 


Practically nobody will be amazed to learn that some 
51 million more people watched a tearful young 
woman become the new Miss America than witnessed 


the original ceremonies in 1921. 


Television’s capacity to pinpoint the attention of the 
largest audiences of any medium of communication 


has long been an accepted fact of life. 


But what is indeed impressive is that 14 million more 
people saw the event on the CBS Television Network 
this year than the year before ... that even after a 

decade of phenomenal growth, television continues its 


increasing penetration of American life. 


It still seems something of a miracle that an obscure 
but appealing young girl from Brandon, Mississippi 


could become a nationwide celebrity overnight. 


It is also a modern miracle of merchandising that the 
Phileo Corporation, sponsor of the program, was able 
to introduce its new line of products to so many people 


at a cost per thousand homes of only $1.71. 


A clue to the effectiveness of the broadcast was 
provided by an astonished Phileo dealer who sold a 
television set or record player every three minutes 
throughout the next business day. 

To an advertiser, this is the real beauty of television. 


\ 
And as the nation’s leading advertisers know, it is still 


further enhanced when their messages are broadcast 


on the network that has delivered the largest audiences 


in television for 3 consecutive . a | , 7 
A Ye 
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shown on TV... tie-up your market 
_ before the sellout! 
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PHILADELPHIA CHARLOTTE WICHITA moti 


TAKE A TIP 
FROM LEO... 
AND CALL 
MGM-TV 
TODAY! 


Write...wire or phone... 
Richard A. Harper, 
General Sales Mgr. 
1540 Broadway, 

New York 36, New York 
JUdson 2-2000 
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Animation 


or live action? 








Top spot advertisers 





tell why certain commercials work best 


for their products 


he majority of television advertisers today 

prefer a combination of live-action film and 
animation to deliver their sales messages. And of 
those advertisers who stick to one method of pre- 
senting commercials, live-action is preferred over 
animation, according to a TELEVISION AGE survey 
of the top 100 advertisers. 

The poll, moving from technique to over-all 
sales philosophy, found that many tv advertisers 
today prefer a soft-sell to a hard-sell approach. 
That is, many sponsors, aware of the dangers of 
loud, high-pressure pitches, have found that 
goods can be moved by indirect suggestion— 
subliminally, so to speak. 


Animation, not generally associated with hard 
sell, has been found useful in this indirect sales 
method——it is almost always utilized to create a 
pleasant association with the brand advertised, 
and in this sense is an excellent soft-sell technique. 

This is not to say that animation should be 
equated with soft sell and live action with hard 
sell, since their roles can be reversed; rather, it 
is to suggest a tendency on the part of advertisers 
today to ascribe different virtues to each method. 
Briefly, it goes something like this: animation 
flexibility, versatility, uniqueness; live action 
realism, believability, directness. 

Obviously, each technique has its place, and 








. animation allows more 


latitude of situation than a 


live-action commercial 

















many large advertisers consistently use 
both of them, and for many reasons. 
Different products have different prob- 
lems, and the method used to sell chew- 
ing gum may depart drastically from 
the method used to sell brassieres. 

One advertiser suggested the follow- 
ing generalization: a personal product 
is best described in connection with live 
models, and an inanimate product lends 
itself better to animation. 

Another advertiser says that when a 
complex idea must be put across, ani- 
mation is superior to live, but when a 
direct sales pitch is required, nothing 
can beat live-action. 

Similar qualifications must be made 
regarding the hard-sell-versus-soft-sell 
controversy. Initially, it would be diffi- 
cult to define the two. “Are we referring 
to shouting as opposed to whispering?” 
asks Mal Baumgarten, advertising man- 
ager of Rayco Manufacturing Co. P. H. 
Beuter, advertising manager of M.J.B. 
Co., confesses: “I’m not sure whether 
I could distinguish where soft sell stops 
and hard sell starts.” 

To simplify matters, hard sell can be 
defined as a direct sales appeal, forceful 
and unsubtle; soft sell can be defined as 
a more indirect sales appeal, suggestive 
and insinuating. On a more primitive 
level, hard sell is represented by Jayne 
Mansfield, soft sell by Ingrid Bergman. 

Since advertisers spend an estimated 
$40-45 million annually on television 
film commercials alone, any discussion 
on technique or approach is a crucial 
one. Animation is a more costly method, 
sometimes almost double that of live- 
action film, and represents about 30 
per cent of all film commercial pro- 
duction. 

But cost, responses to the survey indi- 
cate, is not the decisive factor in 
choosing a method. Irwin H. Roseman, 
































advertising and sales-promotion direc- 
tor of Exquisite Form Brassiere, Inc., 
says that “the nature of the product 
determines the type of production uti- 
lized for spot commercials. With a per- 
sonal product, live action has proven 
most effective 





although we have, at 
times, added animation sequences to do 
a better and more thorough job of ex- 
plaining a particular part or portion 
of our product.” 

Mr. Roseman says that in regard to 
sales approach, everything again de- 
pends on the nature of the product. 
“Within our own line of brassieres, we 
find certain styles for which a soft sell 
is advantageous and effective. However, 
a new addition to our line requires a 
mechanical type of hard sell—to better 
explain its mechanical functioning. 

“Each style within a line,” he says, 
“creates and presents its own problems 
and must be handled in its own indi- 
vidual way.” Exquisite Form spent an 
estimated $634,190 in spot television 
last year, according to the Television 
Bureau of Advertising. 

But other advertisers have definite 
preferences and fewer qualifications. 
Robert Llewellyn, advertising manager 
of American Bakeries Co., finds that 
animation and soft sell have definite 
advantages. “One advantage animation 
has that live action has not been able to 
duplicate is the complete freedom of 
moving art elements—a word turning 





into a tube of toothpaste—a man sitting 
in the sun and literally melting. These 
effects still give animation the edge 
when the 20-second time base is con- 
sidered. The product itself and the copy 
approach would dictate just what is 
needed within a commercial, but for 
sheer versatility, even though the tech- 
nique is overworked, I still prefer 
animation. 











“For our product, Taystee bread, we 
find that soft sell is most appropriate. 
When you have products which are 
very similar to others, you have to de- 
pend more upon the memory value of 
the advertising than you would if you 
were selling fluoridated toothpaste. The 
current battle between the headache 
remedies is perhaps a high point in the 
hard-sell advertising philosophy. Each 
product has an advaatage, and it is 
quick to point it out with strong 
underlines. 

“We can’t do this in bread. We want 
some uniqueness in our advertising and 
the humor and ‘happy memories’ we 
can build around our products. This 
pays off with merchandise being moved 
at the store level, since all that adver- 
tising can do in the case of soft sell is 
to create pleasant associations with the 
products themelves. Thus, if you re- 
member Taystee bread, and you again 
see it sitting on the rack in the store, 
you will be more inclined, with a pleas- 
ant memory, to pick it up than you 
would a brand that fell short because 
of a hard sell on a product which is so 










similar to its competitors as to have its 
hard-sell points not believed.” 

Mr. Llewellyn points out that anima- 
tion was originally intended to beat the 
high price of live talent. Several years 
ago it “was merely a substitute for live 
action, with budget a foremost consid- 
eration. As animators were drawn from 
Hollywood, the techniques improved, 
and the commercial competition be- 
came so intense that a good animated 
film became more costly than a live- 
action film commercial, even with talent 
payments considered.” 

Animated film is still quite effective, 
he says, expressing only one reserva- 
tion: “Everybody has gotten into the 
act, detracting from the initial advan- 
tage animated spots had—uniqueness.” 
American Bakeries is a heavy user of 
spot tv, spending an estimated $1,232,. 
170 in the medium in 1957. 

The Parker Pen Co., which spent 
$660,000 in spot television last year, 
has increased its budget considerably 
this year, according to TvB, which esti- 
mates that second-quarter expenditures 
alone amounted to $404,500. James A. 
R. Stauff, advertising manager of Park- 
er Pen, is a firm believer in animation 
for ball-point pens, and is also firmly 
committed to the hard sell. 

“We feel,” he says, “that animation 
has certain distinctive advantages for 
our ball-point advertising. I bring this 
out at the outset because these advan- 
tages probably would not be the same 
if we were advertising our finest foun- 
tain pen. The ball-pen business is very 
competitive, and ball pens are sold 365 
days of the year. You really have to get 
your story across. For this reason we 
have chosen to animate our “T-Ball 
Jotter’ television commercials because 
in this way we can exaggerate the most 
common failing of a ball pen—skipping. 








“We show an old worn-out tire mak- 
ing a broken line and compare it to a 
new tire which makes a smooth, con- 
tinuous line. Of course, we compare 
these two tires to the steel ball found in 
an ordinary ball point and then the 
textured ball which we have in our own 
ball pen. This could be done live, but it 
would be a lot more involved, and we 
do not feel it would come off as effec- 
tively.” 

Hard-sell commercials, at least in the 
ball-pen field, are “a must,” says Mr. 
Stauff. “When our competitors resort 
to such fantastic claims as writing 
through butter, which no one, of course, 
does, we feel we have to combat them 
as best we can with realistic claims 
backed with a good bit of hard sell.” 
Mr. Stauff says that although the com- 
pany probably would not animate its 
fountain-pen commercials, it would still 
use a hard gift sell as it has in the past. 

The Texas Co. (Texaco petroleum 
products), avoids both the hard-sell and 
soft-sell label. “We use neither the soft 
sell nor the hard sell,” says D. W. 
Stewart, 
stay in an area just in between.” The 


advertising manager. “We 
company, which spent an estimated 
$1,992,030 in spot television last year, 
does not use animation at all. “We feel 
that with our type of product we are 
able to get our message across more 
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convincingly with either live action or 
videotape,” says Mr. Stewart. 

The Continental Baking Co. spent 
over $10 million in spot tv in 1957, and 
Lee Mack Marshall, advertising man- 
ager, gives the production edge to live 
action, although Continental has also 
used animation. “We have used both 
forms of commercials, but have done 
conisderably more in the live-action 
field than in the animation field,” says 
Mr. Marshall. “Our reason for this is 
that we feel that live-action commercials 
can be used over a longer period of 
time with greater frequency than ani- 
mation. It is our feeling also that, 
generally speaking, people will tire 
more readily of frequent viewing of 
animation spots than they will of live- 
action spots.” 

Continental’s sales philosophy de- 
parts drastically from that of one of its 
competitors, American Bakeries, which 
is a firm believer in the soft sell for 
bakery products. Says Mr. Marshall: 
“We feel that for our particular type of 
products the hard-sell approach is more 
effective than soft sell.” 

Another competitor, the Ward Bak- 
ing Co., does not agree. A. F. Gucken- 
berger, vice president, says that “we 
have found the soft-sell commercial to 
be more effective than the usual hard 
sell in advertising our Tip Top bread 
and cake products.” 

And Ward Baking has found that 
animation is the best technique to de- 
liver a soft-sell pitch, Mr. Guckenberg 
says (see “Tops With Emily Tipp,” Tv 
AGE, Sept. 22). “In the use of our Emily 
Tipp commercials, we have attempted 
to create a friendly attitude toward our 
company and its products. 

“Even though many tv viewers have 
strong objections to commercials, our 
mailbag indicates they like Emily and, 
even more important, the products she’s 
selling. As a result of our experience to 
date, we intend to continue with the 
subtle approach, at least in the immedi- 
ate future,” he says. 

Ward Baking spent an estimated 
$939,110 in spot television last year, 
says TvB. Its expenditures in the 
medium have increased this year, since 
the company’s second-quarter billings 
amounted to $484,600—more than half 
of last year’s total figure. 

The Ford division of the Ford Motor 


Co. did not place commercials in spot tv 
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during the 1958-model year, concen- 
trating on network television programs. 
John R. Bowers, manager, car adver- 
tising department of the division, has 
these observations to make on sales 
approach: “Frankly, I have never yet 
found a satisfactory definition of hard 
sell or soft sell. Many of the commer- 
cials labeled as soft sell actually sell 
harder than the loud and blantant ones 
most often tagged that way. Because of 
this mix-up in definitions, my answer 
must be that all of our commercials are 


intended to be hard sell because we feel 
this is the most efficient way to adver- 
tise.” 

Mr. Bowers points out that his divi- 
sien has used both animation and live 
action in commercials. “We feel,” he 
says, “that both have their places. | 
might make the generalization that live- 
action commercials are much more 
suitable for our particular problems in 
the automobile business since they lend 
themselves to realistic product demon- 
stration. On the other hand, there are 
some advertising messages that must be 
animated to gain additional interest 
and to be clearly understood.” 

Lincoln W. Allan, advertising man- 
ager of Ruppert Knickerbocker beer, 
which invested $433,170 in spot tv in 
1957, feels that a decision on produc- 
tion technique depends “entirely on 
the story you want to tell and the prod- 
uct which is to be advertised. For a 
product such as beer, I believe that live- 
action film commercials properly pro- 
duced will do more to instill a positive 
brand image in the mind of the con- 
sumer than through the use of anima- 
tion.” 

Mr. Allan points out that an evalua- 
tion of hard sell as against soft sell de- 
pends entirely on how they are defined. 


However, he adds that “hard sell is 
good for a 10-second ID, but soft sell 
will make a better impression on the 
viewer for the most part when using 
minute television commercials.” 

Harold F. Ritchie, Inc., which spent 
an estimated $1,885,110 in spot tv last 
year, has used both animation and live 
action. According to William G. Ohme, 
vice president-marketing, there are 
many factors to consider before making 
a decision. “It is quite possible that a 
message intended for a younger audi- 
ence might best be gotten across through 
the use of animated commercials, be- 
cause by so doing, you are able to de- 
liver the message in a recognizable and 
understandable manner. On the other 
hand, when the so-called ‘adult mood’ 
is required, it might be appropriate to 
develop a live-action commercial. 

“In either case, the most important 
thing is to use whatever method is nec- 
essary to clearly establish the selling 
message. In some instances it might be 
possible to employ both methods, such 
as in the case of our Brylcreem commer- 
cials, wherein we have married live ac- 
tion and animation in the form of the 
puppets. . . .” 

With respect to hard-sell as opposed 
to soft-sell commercials, Mr. Ohme says, 
“We feel that our prime concern is to 
use the time available in a commercial 
to establish a clear-cut selling message 
in a viewer's mind, and to leave, where 
possible, a definite impression that our 








product can provide a real benefit if 
used. In other words, we do not want 
to hard sell or soft sell, we merely want 
to sell. 

“In maay instances hard sell becomes 
confusing because too many product 
benefit claims are made, and the viewer 
is left to decide which one is the right 
one for him. On the other hand, soft 








sell can become moody and distorted, 
and the product benefit might very well 
become lost in this moody approach. 
Therefore, as mentioned above, we be- 
lieve to sell properly, no question should 
be left in a viewer’s mind as to what 
the product will do for him,” Mr. Ohme 
says. 

Kenneth Maxwell, manager of the 
central advertising department of Safe- 
way Stores, Inc., feels that both anima- 
tion and live-action commercials have 
their place. “We use both,” he says. 
“The message to be delivered, plus pro- 
duction time and cost factors, usually 
determines our selection. 

“Like most retailers, we tend to use 
rather direct selling approaches in all 
of our advertising. Because few, if any, 
of our television commercials make a 
soft-sell approach, we cannot evaluate 
the question (hard sell versus soft sell) 
from our own experience.” Safeway 
Stores invested $990,700 in spot tele- 
vision last year. 

Brown & Williamson, with over $12 
million invested in spot tv in 1957, uses 
both animation and live action. Accord- 


ing to J. Milton Rush, “we have used 
both types of commercial and feel that 
there is merit in both, depending en- 
tirely upon the situation and the prod- 
uct. We have found both types of film 
commercial very satisfactory for our 
purposes.” 

Also, says Mr. Rush, both hard-sell 
and soft-sell approaches are used. “We 
have used both . . . with equal success, 
and in our opinion both have a place 
in advertising, depending on the climate 
at the time.” 

Adell Chemical Co. (Lestoil liquid 
detergents) spent an estimated $4,109.- 
800 in spot television last year. In the 
second quarter of 1958 alone the com- 
pany invested more than half of that 
amount ($2,961,800) in the medium, 
according to TvB. Jacob L. Barowsky, 
president of Adell Chemical, points out 
that the company has only one full ani- 
mation currently being shown, and sev- 
eral partial animations tied in with live 
action. 

As a result, he says, no check has ever 
been made as to the relative values of 
animation and live action, “and even if 





point in the h 


we checked I don’t believe we could 
ever determine their comparative values 
to us. One distinct advantage in the use 
of animation is the ease with which 
action can be pictured. For example 
in our present animated film we show 
in pictures how soil is emulsified and 
dispersed, and also show graphically 
how Lestoil makes water wetter and 
permits it to penetrate.” 

But Mr. Barowsky has some very 
definite ideas on the hard-sell-versus- 


soft-sell controversy. “As a salesman, | 


(Continued on page 100) 





Film commercial producers for 100 top spot advertisers 


hen a particularly exciting adver- 

tisement appears in a magazine, 
the copy or artwork often becomes the 
talk of agency people throughout the 
country. But seldom, if ever, does an 
adman ask, “What company did the 
printing?” 

In television it’s a different story. 
“Who produced that commercial?” is 
a question heard repeatedly, sometimes 
after a spot has won an art directors’ 
award or appeared on the list of “best- 
liked commercials,” but more often 
when it’s just done a good selling job. 

A close analogy between a printer 
and film producer cannot be drawn 


with accuracy. Where a printer receives 
a finished advertisement from the copy 
and art directors, a producer adds his 
own creative aspects to agency ideas, 
actually helping to prepare the final 
announcement. 

Ordinarily, a producer’s ideas do not 
show up in the words read by an an- 
nouncer or in the basic theme of the 
commercial. Often they consist of rela- 
tively minor touches—a more interest- 
ing camera angle than the one called 
for by the storyboard, or a lighting 
change. Common are production hints 
that obtain a desired effect in a manner 
than the agency- 


more economical 


suggested method. 

Ideas—especially economical ideas 
are sought by all advertisers preparing 
film commercials. Reputable film pro- 
ducers, like reputable printers, are ex- 
pected to do a competent and profes- 
sional job; unlike the printers who 
ordinarily can offer only slight differ- 
ences in price, the producers can 
furnish everything from speed and 
economy to points resulting in an im- 
proved finished product. 

As considerable interest is evidenced 
make 


in knowing which producers 


which commercials, TV AGE has com- 


piled a list of the current 100 leading 
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spot advertisers and the companies 
which produced their films during the 
past year. 

The listing should not be interpreted 
as determining the “best-liked” com- 
mercial producers on the basis of fre- 
quency of use, which is not a sole indi- 
cation of popularity. Many production 
houses have a small list of clients for 
whom they do a considerable amount 
of work. Certain regional advertisers 
prefer to let their work to nearby pro- 
ducers. These and similar reasons can 
cause a producer’s name to appear only 
a few times, perhaps just once in the 
listing, and yet such a producer will 
have thoroughly satisfied his clients. 

Since July 1957, approximately 11¢ 
separate production companies were 
used by the top 100 spot advertisers for 
300 different products. These figures 
were obtained from agencies, advertis- 
ers and TV AGE files, and present only a 
small margin of error. In a few in- 
stances, agency files were incomplete or 
unobtainable, but the percentage of 
cooperation was well over 90 per cent. 
Specific data on several advertisers 
arrived too late for inclusion and will 
be published in a later issue. 

Often, in addition to the factors of 
economy, facilities, etc., which deter- 
mine an agency's selection of a pro- 
ducer, personal attitudes are involved. 
In a survey of the production heads 
at a number of important agencies, two 
contrasting philosophies were uncov- 
ered. While some companies prefer the 
complete facilities offered by large film 
houses, others lean toward the more 
personal, closer contact of the small 
producer. 


1. Procter & Gamble Co. 

American Family Flakes, Detergent 
(Tatham-Laird)—Fred Niles 

Big Top Peanut Butter (Compton)— 
Wondsel-Carlisle-Dunphy 

Biz (DFS)—Elliot-Unger-Elliot 

Blue Dot Duz (Compton)—Vidicam, 
Wondsel-Carlisle-Dunphy 

Camay (Burnett)—Universal, Hal 
Roach 

Charmin paper products (Campbell- 
Mithun) — MPO, Goldswan, Peter 
Elgar 

Cheer (Y&R)—MPO, Elliot-Unger- 
Elliot, Sound Masters, Peter Elgar, 
Vidicam, _Robert Lawrence, Sarra, 
Lars Calonius 

Clorox (Honig-Cooper)—Hal Roach, 





Animation, Inc. 

Comet (Compton)—Robert Lawrence 

Crisco (Compton)—MPO 

Crest (B&B)—TV Spots 

Dash (DFS)—MPO, Elliot-Unger-E]- 
liot 

Drene (Compton)—MPO 

Duncan Hines pancake and muffin 
mixes (Gardner )—Kling 

Fluffo (Tatham-Laird)—Cascade, TV 
Graphics 

Gleem (Compton)—Robert Lawrence 

Ivory Snow (B&B)—Transfilm 

Joy (Burnett)—Universal, Pelican 

Lava soap (Burnett )—Universal 

Liquid Dreft (DFS)—Warner Bros., 
Elliot-Unger-Elliot 

Mr. Clean (Tatham-Laird)—Cascade 

Oxydol (DFS) — Elliot-Unger-Elliot, 
Wilding, Audio Prod., Lew Pollack 

Pink Dreft (DFS)—Studio City TV, 
Elliot-Unger-Elliot, TV Graphics, 
Lew Pollack 

Prell shampoo (B&B)—Academy, Uni- 
versal, TV Graphics 

Spic & Span (Y&R)—Robert Law- 
rence, Vidicam, Sound Masters, TV 
Graphics 


Tide (B&B) —MPO 


2. Lever Bros. 

Air Wick (FCB)—Robert Lawrence 

All (NL&B)—Sarra, Screen Gems, El- 
liott-Unger-Elliott, Dore 

Breeze (SSC&B)—MPO, Robert Law- 
rence 

Dove (OBM)—MPO 

Gayla (BBDO)—MPO 

Good Luck margarine (OBM)—MPO 

Handy Andy (K&E) — Robert Law- 
rence 

Imperial margarine (FCB) — Elliot- 
Unger-Elliot, Klaeger, Filmways 

Lucky Whip (OBM)—MPO, Eastern 
Films 

Lux (JWT)—Warner Bros., Filmways 


Pepsodent (FCB) — Cascade, Film- 
ways, Lars Colonius 
Praise (K&E) — Elliot-Unger-Elliot. 


Audio Prod., UPA 
Silver Dust (SSC&B)- 
Stripe (JWT) 

Farkas Films 
Swan (NL&B)—MPO 
Wisk (BBDO)—MPO 


3. Colgate-Palmolive Co. 
Ad (L&N)—Transfilm 
Ajax 


Lew Pollack 


—Robert Lawrence, 


ton McConnachie 


(Houston) — John Sutherland, 


Gray & O'Reilly, Hankinson. Mor- 


Cashmere Bouquet toiletries (Hous- 
ton)—Hal Roach, Gray & O'Reilly 

Colgate toothpaste (Bates )—Filmways 

Fab (Bates)—Filmways 

Halo shampoo (Brown & Butcher)— 
Shamus Culhane 

Halo shampoo (D’ Arc y)—Robert 
Lawrence 

Liquid Vel (L&N)—Klaeger 

Lustre Cream (L&N)—Warner Bros., 
Elliot-Unger-Elliot, Universal-Inter- 
national, Transfilm, MGM-TV 

Palmolive shave cream ( Bates )— 
Filmways 

Palmolive soap (Bates) —Filmways 

Rapid Shave (Bates)—-Academy 

Super Suds (C&W)—Lux-Brill 

Vel (NCK)—Transfilm 

Veto (NCK)—Transfilm 


4. Brown & Williamson Tobacco 

DuMaurier cigarettes (EWRR)— 
Kling 

Kool cigarettes (Bates) —Filmways 

Raleigh cigarettes (KM&J) Desilu, Ziv 

(Bates) — MGM, 


Viceroy cigarettes 
Filmways 


5. General Foods Corp. 

Baker’s Instant (Y&R)—Disney 

Bird’s Eye foods (Y&R)—Sarra 

Dream Whip (Y&R) — Playhouse, 
Gray & O'Reilly, Elliot-Unger-Elliot 

Gaines dog food (B&B)—Wondsel- 
Carlisle-Dunphy 

Instant Sanka (Y&R)—Wondsel-Car- 
lisle-Dunphy, On Films, MPO, 
Desilu, Transfilm 

Jello (Y&R)—Gray & O'Reilly, Dis- 
ney, Filmways, Ray Patin, UPA, 
Lars Calonius, Elliot-Unger-Elliot 

Kool-Ade (FCB)—Cascade 

Kool-Shake (FCB)—Academy 

Maxwell House (B&B)—TV Graphics 


Minute Potatoes (Y&R)—Gray & 
O'Reilly 

Minute Rice (Y&R)—Gray & O'Reilly, 
Sarra 

Post cereals (B&B)—MPO, TV 
Graphics, UPA, Universal, Ray 
Patin 


Sanka (B&B)—UPA 

Tang (Y&R)—UPA, Gray & O'Reilly, 
Wondsel-Carlisle-Dunphy 

6. Adell Chemical Co. 

Lestoil (Jackson Assoc.)—Bay State 
Film, Dephour, Robert Lawrence 

7. Continental Baking Co. 

Wonder bread, rolls, 
(Bates) —Kling, Pelican, Flying A, 


Hostess cakes 


(Continued on page 91) 














Skaters score 


Record crowds come out 


to see Ice Capades after television 


promotion in Pittsburgh 


hen the Ice Capades left Pitts- 

burgh recently, it left some ice 
behind. The frozen H,O was in the 
pleasant shape of cubes, and it tinkled 
gently against glassware as the staff of 
KDKA-TV raised toasts to a promotional 
job par excellence. 

In past visits to Pittsburgh, the skat- 
ing show relied heavily on print media. 
This year ihe producers decided to 
“oamble” on a saturation spot tv cam- 
paign. Result: more than 100,000 peo- 
ple braved inclement weather to fill 
Forbes Field throughout the run and 
break all attendance records. 

“Video in Pittsburgh came through 
with flying colors,” said a show spokes- 
man. “We increased our business more 


than 40 per cent over any previous en- 
gagement here.” 

With 80 per cent of the total Jce 
Capades ad budget going to Westing- 
house station KDKA-TV, station officials 
mapped out a pre-sell program of one- 





















































minute and 20-second spots. These were 
scheduled for four weeks preceding the 
opening, and were run throughout the 
day and week-end to reach the entire 
family. 

As the show hoped to draw heavy 
traffic from the three states bordering 
on Pennsylvania, special attention was 
paid to the time differential in heavily 
populated areas of West Virginia, with 
frequencies increased during periods 
when both time zones produced the 
largest simultaneous audiences. 

By opening night, KDKA-TV general 
manager Jerome R. Reeves, sales man- 
ager John Stilli and account executive 
Max Reilly were gratified to learn that 
the show had its largest advance sale 
in Pittsburgh history. Spot schedules 
were modified to include hard-hitting 
ID’s which notified viewers already 
alerted to the show that tickets were 
still available. 

Realizing the need to match the pro- 
motional editorial material previously 
given the ice show by printed media, 
KDKA-TV supported the spot campaign 
with a series of colorful interviews with 
the skating stars. 

Each interview was made into a 
separate production, and was recorded 
on videotape for the convenience of the 
performers. The use of tape also en- 
abled the producers to insert film shots 
of the skaters in action. 

Video’s flexibility furnished an added 
plus when the station provided a regular 
schedule of nightly weather bulletins to 













inform viewers of the conditions at the 


open-air park. When a Sunday perform- 
ance was rained out, KDKA-TV ran 
special announcements during a base- 
ball telecast, noting that the show would 
stay over an extra day to honor tickets 
already sold. 

A highlight of the promotion was 
“KDKA-TV Night,” a performance of the 
show for which tickets were sold at a 
50-cent reduction from regular prices. 
Taking advantage of the reduced rates 
(which were highly promoted by the 
station), thousands of viewers from 
Pennsylvania, West Virginia, Ohio and 
Maryland arrived individually and in 
clubs and groups. 

On the night of the show, station 
personalities and executives greeted as 
many of the 20,000 patrons as possible, 
handing out souvenir buttons, eye- 
shades and autographed pictures. 

KDKA-TV promotion manager David 
N. Lewis supervised the distribution of 
5,000 boxes of popcorn, “compliments 
of channel 2.” 

In New York, an executive for the 
skating show noted that “full credit for 
our success in Pittsburgh goes to the tv 
boys there.” It was added that the re- 
sults are expected greatly to influence 
the show’s advertising in other cities, 
with an increased emphasis on tv. 
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Bt a better public-service mouse- 
trap, and the world will beat a 
commercial path to your door. That, 
in a paraphrased nutshell, is the story 
of KMOX-Tv St. Louis during the eight 
months of its existence as a CBS-owned 
television station. 

When a tv outlet, under new owner- 
ship, can assume a leading position in 
its community and sign more than 30 
new commercial campaigns within the 
short span of several months, the “how 
it was done story” offers a number of 
implications for the industry. 

KMOX-TV’s rise in accounts, in rat- 
ings and in the opinions of leaders of 
the metropolitan St. Louis community 
provides a realistic illustration of the 
way in which a local station, starting 
virtually from scratch, can entrench it- 
self firmly and quickly as an integral 
part of the area it serves—all through 
a thoughtful and astute public-service 
and public-relations philosophy. 

The station’s initial impact on the 
community and its consistent growth 
in effectiveness have been quite remark- 
able when it is realized that CBS Tele- 
vision network programs have been 
carried in St. Louis for years, and that 
CBS’ intent to own a station in St. 
Louis was public knowledge long be- 
fore the purchase of KWK-TV on Feb. 
28, 1958. 

Certainly, without something un- 
usual by way of an opening and a fol- 
low-up supporting the opening, the 
purchase would have passed virtually 


unnoticed by public, sponsors and com- 


Eye on St. Louis deals with problems of search and seizure 


Road to profit 


Public service points 
way to KMOX-TV’s swift rise 


in St. Louis market 





General manager Gene Wilkey 














munity—the event would have been 
merely that of a new owner tending an 
existing store. 

What accounted for the initial im- 
pact upon the community, and for the 
follow-through in ratings and contracts 
a few months later, appears to have 
been a combination of management 
philosophy and a total public-relations 
program in the 80-mile, 800,000-family 
area in Missouri and Illinois which is 
served by KMOX-TV. 

Basically, the operational philoso- 
phy with which KMOx-Tv began life is 
expressed in a creed that was an- 
nounced through station publicity, used 
in talks before important groups, read 
“over crawl” on the station’s own fa- 
cilities and in general thoroughly pub- 
licized. The creed: 

“We believe—that it is by privilege, 
not right, that we enter your home. 

“We believe—that it is our duty, not 
privilege, to bring you the best in pro- 
grams which entertain, inform, chal- 
lenge and inspire. 

“We believe—that it is our privilege 
and right and duty to assist in the eco- 
nomic and social progress of the metro- 
politan St. Louis area. 

“We therefore pledge—our every ef- 
fort to live up to our responsibilities 
with integrity, fairness, good taste and 
neighborliness. 

“You, and we, with God’s help, can 
make this a better community, a bet- 
ter nation, a better world in which to 
live.” 

The story behind KMOx-Tv’s greatly 


increased ratings lies in the creation of 
a station “personality” and its estab- 
lishment in the station’s service area. 
This was done both through the sta- 
tion’s own staff and facilities and 
through the assistance of the St. Louis 
public-relations counseling firm’ of 
Robert A. Willier & Associates. 

Chronologically, the story begins in 
1953, when CBS started its planning 
for a station in St. Louis and applied 
for channel 11. This was finally granted 
in 1957, and the last half of that year 
saw the beginning of film-program 
plans and a start at staffing the new 
station. General manager Gene Wilkey, 
program director Leon Drew and sales 
manager Charles McAbee Jr. were 
planning shows and designing formats 
in the unreal atmosphere of paperwork 
without a firm date for the beginning 
of operations. 

When the circumstances changed 
sharply from the need for building a 
new station to the purchase of an ex- 
isting facility, channel 4, the wait for 
approval of the purchase forced the 
growing staff to plan hectically with the 
knowledge that there would be little 
advance actual date 
KMOX-TV programs would begin. As it 
turned out, the facilities were taken 
over on March 1, and KMOX-TV’s pro- 
gramming began March 16. 


notice of the 


Long before the new program sched- 
ule was announced, much thought had 
gone into the “personality” of the CBS 
Television station-to-be in St. Louis. 
Combined in this were network philoso- 


Representative of NAACP is welcomed by KMOX-TV executives 
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phy, factors of area and local competi- 
tion, the character of the metropolitan 
St. Louis area, the role the station and 
its people sought to play in its com- 
munity. 

Off-screen, the actions taken to in- 
troduce KMOX-TV to St. Louis included: 

Press and advertisers attended a 
large cocktail party at which new per- 
sonalities were introduced and new 
programs previewed. 

A civic dinner, sponsored by nine of 
St. Louis’ most influential businessmen, 
was given to present, to the area’s lead- 
ers, the men and the policies behind 
network and station. The dinner com- 
mittee included presidents of the area’s 
largest firms; the guest list comprised 
the most important men in the business, 
civic, political and educational life of 
the two-state area. From New York 
came Dr. Frank Stanton, president, 
CBS, Inc.; Merle S. Jones, president, 
CBS Television Stations Division, and 
Craig Lawrence, vice president, CBS- 
owned television stations. 

Still in the area of establishing 
KMOX-TV’s personality off-screen, the 
launching of the station was followed, 
in the succeeding months, by addresses 
before influential groups given by Mr. 
Wilkey, by Richard S. Salant, vice 
president, CBS, Inc., by members of 
CBS’ corps of foreign correspondents 
and by other members of the KMOX-TV 
staff. 

KMOX-TV also turned its cameras on 
itself. On the opening day it introduced 


(Continued on page 102) 
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Story of a sale 


Every selling job is different and 


every station has a different approach 


H™ high is up and why are blue 
eyes are questions that any tele- 
vision station sales manager can prob- 
ably answer with far greater assurance 
than he is able to bring to the poser 
which confronts him every day in his 
job: how do you sell a local television 
advertiser ? 

Over the past five years TELEVISION 
AGE has received hundreds of inquiries 
as to the approach and methods used by 
tv salesmen in convincing a prospect— 
reluctant or otherwise 





that he ought 
to invest some or all of his advertising 
budget in local video. 

Although there are probably as many 
ways of selling a potential tv customer 
as there are inquiries on the subject, TV 
AGE, to see if there possibly is some 
basic pattern or philosophy, some com- 
mon selling denominator, asked a group 
of station sales managers to tell the story 
of a successful local sale made by each 
station. 

The sales managers were queried 
on whether a program or a spot sched- 
ule was proposed and accepted, on the 
type of commercials used and on the 
length of the campaign and the results 
it achieved, but what was primarily re- 
quested of them was the original ap- 
proach to the sale, the method employed 
in carrying it out and the client's ini- 
tial and subsequent reaction to it. 


The results of the survey were pub- 
lished in TV AGE earlier this summer 
(“What Makes a Sale?,” June 16), but 
space limitations precluded running in 
one issue all the sales stories received. 
Following, therefore, are additional 
blueprints for selling the local adver- 
tiser, as reported by the men who drew 
them up and implemented them. 

“In regard to your request for in- 
formation on how we sell a local. ad- 
vertiser,” says Bob Doubleday, local- 
regional sales manager for KTUL-TV 
Tulsa, “I would like to relate the fol- 
lowing sales story: 

“A new and rather small business 
was established in Tulsa approxi- 
mately 18 months ago. It is called 
Long’s Carpet Co. A KTUL-TV salesman 
made an initial call in an effort to 
become acquainted with the advertiser, 
as well as to glean information con- 
cerning his advertising needs. From 
this interview a package of 10 10-sec- 
ond ID’s was purchased by Mr. Long. 
Mr. Long felt this to be relatively suc- 
cessful, but he was not overenthusi- 
astic about television at this point. 

“The salesman continued his calls, 
and within a month was able to sell 
Mr. Long a saturation package. This, 
of course, is not new in the industry, 
but we devised it for department-store 
advertisers as an answer to the full- 
page newspaper ad. It-guarantees the 


advertiser 10 announcements a day 
(minutes, 20’s and ID’s) to be sched- 
uled in all time classifications. 

“This particular campaign showed 
excellent results for the advertiser, and 
it was the beginning of a long and 
between Mr. 
Long and KTUL-TV. Since that time Mr. 


profitable relationship 
Long has consistently sponsored our 
Friday-night news show and has main- 
tained, in addition, a spot schedule. 
His present expenditure with us runs 
from $2,000 to $2,500 a month. 

“I cannot give you specific sales 
data, but Mr. Long has moved from 
his small establishment and now has 
one of the largest inventories and dis- 
plays in the southwest.” 

The feelings of Jack Long, manager 
of Long’s Carpet Co., on tv in general 
and KTUL-TV in particular were reveal- 
ingly expressed in a recent letter to 
“.. Bee 


I consider you not only a_ personal 


sales manager Doubleday: 


friend, but also an absolute necessity 
to my business. I definitely give you 
credit for a large percentage of my 
fast growth in Tulsa .. . 

“I have considerable time and 
money involved seeing where the dol- 
lar value lies in the advertising field. 
Beyond any question of a doubt, tele- 
vision has given me the result that I 
have strived for . . . I am now in the 
process of adjusting my advertising 





expenditures, which will be approxi- 
mately 70 per cent with television, 20 
per cent with newspapers and 10 per 
cent with radio...” 

“Here is how we sold Heiner’s 
Bakery on the use of a program,” says 
C. Thomas Garten, vice president and 
assistant general manager of WSAZ-TV 
Huntington, W. Va. “Heiner’s had 
been a consistent user of spot an- 
nouncements On WSAZ-TV practically 
since the opening of the station. For 
the past two or three years they had 
used, almost exclusively, Class AA 20- 
second and ID film announcements. 

“wsaz-TV had available an alternat- 
ing half-hour sponsorship of the syndi- 
cated program, Boots and Saddles. 
We showed Heiner’s that a portion of 
their spot budget could be converted to 
sponsoring this show, and that they 
would have three 60-second commer- 


“Richut” in a crowd-drawing personal appearance for Meadow 


cials on each program for their use. 
We recommended the use of live com- 
mercials to demonstrate the product. 

“We further showed Heiner’s that 
the three 
would give them more commercial im- 
pact per week than some of their ‘20- 
second and 10-second double-A an- 
nouncements. We also pointed out the 
promotion and merchandising possible 
in the sponsorship of such a program, 
as compared with the use of announce- 
ments exclusively. 

“On Oct. 9 last, Heiner’s began al- 
ternate sponsorship of Boots and Sad- 
dles over WSAZ-TV on a 13-week basis. 
At the conclusion of this period they 
were most willing to renew for the 
remainder of the contract year... I 
hasten to add that we did not ‘unsell’ 
Heiner’s on spots. In addition to their 
show, they still carry an extensive spot 


one-minute commercials 


campaign on their variety lines.” 

In his outline of the sale of a tv 
schedule to the Union Supply Co., a 
subsidiary of U. S. Steel and the oper- 
ator of 12 commissary stores in Jeffer- 
Alabama, Tom M. 


Percer, sales manager of wast Bir- 


son County in 


mingham, recounts: “WABT has on its 
staff a full-time country-and-western 
group known as the Willis Brothers 
and their Cherokee Indian pal; the 
group totals four members. 

“Since the Union Supply Co. com- 
missary stores are located either on the 
fringe of the city or in outlying rural 
areas of the county, we naturally rea- 
soned that the Willis Brothers’ type of 
music would appeal to many of the 
commissaries’ customers. 

“Several approaches were made to 
the advertising manager and the gen- 


(Continued on page 95) 


Gold on xotv Tulsa. 











Built-in boost 





uite a pace-setter itself in the area 
Q of unique marketing and adver- 
tising philosophies, the Adell Chemi- 
cal Co. of Holyoke, Mass., maker of 
Lestoil, the all-purpose detergent, has 
for the past number of weeks been 
reaping the benefit of some promo- 
tional pace-setting of its own by a 
local Indiana 
which showed the advertiser what a 


television station in 
really all-out campaign can do to 
boost a product whose business is al- 
ready booming 

Together with its station representa- 
tive, Young Television Corp., WEHT 
Evansville—a uhf station—conceived 
and carried out a promotion-merchan- 
dising concept for Lestoil which, in 
the words of Adell vice president I. L. 
Eskenasy, “greatly expedited our dis- 
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President Jacob L. Barowsky and his wife are interviewed on WERT Evansville 


tribution in the area and lent consider- 
able momentum to our introduction of 
Lestoil in this market.” 

The Adell approach to a new mar- 
ket is, of course, now widely known as 
a singular switch on the customary 
procedure in that the company creates 
a demand for its product and forces 
distribution through a saturation tv 
spot campaign weeks before Lestoil is 
available on dealers’ shelves. 

How well this novel cart-before-the- 
horse advertising policy has paid off 
for Adell Chemical in Lestoil sales is 
clearly indicated by the company’s 
vastly stepped-up spot expenditures 
over the past couple of years. In 1956 
some $800,000 was spent, the follow- 
ing year that figure leaped to more 
than $4 million, and in the second 


Promotion effort 
gives Lestoil debut 
in Evansville area 


added im petus 


quarter of 1958 alone Adell’s spot 
spending was more than half of its °57 
total—over $2.9 million. 

Traditionally, Adell buys 52-week 
spot runs on all stations in each tele- 
vision market that it enters. Also 
traditionally, distribution of Lestoil 
on the retail level does not begin un- 
til at least six to eight weeks after 
the start of the spot campaign in each 
instance. The latter tradition has now 
been broken, if only temporarily, 
through the initiative and hard-hitting 
efforts of WEHT and its rep. 

For once, distribution of Lestoil was 
coincident with the beginning of a spot 
run. The reason for the Evansville 
exception to the usual Adell market- 
ing pattern was, according to Mr. 
Eskenasy, quite simple. Because of 
WEHT and its promotion-mindedness, 
“we really came into this territory 
with a bang,” he says. And in doing 
so, the company was able to jump the 
distribution gun and to put to good 
sales advantage the two-month wait- 
ing period customarily used merely te 
build consumer demand for Lestoil. 

Early in the summer, WEHT went 
to Adell Chemical seeking to sew up 
an exclusive campaign on Lestoil in 
its area. It was explained that restrict- 
ing a campaign to only one station in 
a market where other tv outlets exist 
is not compatible with Adell policy 
and practice, but the company agreed 
to place its spots on WEHT exclusively 
for one month before its campaign 
started on the other stations in Evans- 
ville. 

With that exclusivity under its belt, 

(Continued on page 74) 
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NEW WLW'A TOWER OF STARS 





SWEEPING NEW COVERAGE 


a ll 


Reaching— 


68% of Georgia population! 3 million 
people! In 117 Counties! 

This amazing new Power Tower in- 
creases WLW-A coverage by % of a 
million people—delivering the greatest 
possible advertising returns—anywhere 
—anytime! 

The revolutionary new WLW-A Power 
Tower has changed the entire television 
picture in Georgia and in the whole 
South. It's the first “traveling wave” 
transmitting Tower of its kind east of 
the Mississippi and the second in the 
whole Country! 

With this tremendous new Tower, 
WLW-A will now reach over Georgia 
with all the star ABC programs and the 
finest local shows for the greatest enter- 
tainment lineup, widest coverage, and 
sharpest TV picture ever! 

Call the WLW TV Representative in 
your city. You'll be glad you did! 


W/w-a 














Why Nu-Maid Durkee 
Director of Sales & 


Advertising Selects 


WLW Radio and | Sa EEE aE DEE neSSeE Seenennn BUSI 
NOS TTTT 


TV Stations WT TTT 


Ques | eons pininininin ee 
——_——— -_ 





“The famous Crosley Stations 
really give a food product a sur- 
prise ‘‘Flavor-Lift’’...all the way 
from excellent time slots and 
talent sell to top merchandising 
and promotion. Yes, WLW Radio 
and TV Stations constantly offer 
new sales heights to advertisers. 
Anyone for going up!’’ 


E he. C Wale 


Elmer L. Weber 
Director of Sales & Advertising 
The Miami Margarine Company 


Call your WLW Stations Representative... you’ll be glad you did! 


Network Affiliations: NBC; ABC; MBS + Sales Offices: New York, Cincinnati, Chicago, Cleveland - Sales Representatives: NBC Spot Sales: 
Los Angeles, San Francisco. Bomar Lowrance & Associates, Inc., Atlanta, Dallas .. . Crosley Broadcasting Corporation, a division of Aveo 
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Interview: ack 


Sullivan, Stauffer, Colwell & Bayles, Inc. Timebuyer, Jack Canning, 
tells why he selects WLW TV-Radio Stations for PALL MALL Cigarettes. 








wD. M. 
-TWENTY-| 


PALL MALL 


FAMOUS CIGARETTES 


“Sure, | buy time 

for PALL MALL Famous 
Cigarettes on the Crosley 
Stations because their 
greater length of 
audience filters 
commercials farther 

into smooth pleasure 

for advertisers.” 


“WHEREVER PARTICULAR 
PEOPLE CONGREGATE™ 





“Yes, WLW Television and Radio 
Stations really pack in a full house of 
viewers across the Midwest and into the 


South for sponsor's sure-fire sales success." 


“Outstanding—and that's 
putting it mildly!” 


Call your WLW Stations Representative . . . you'll be glad you did! 


Network Affiliations: NBC; ABC; MBS + Sales Offices: New York , Cincinnati, Chicago, Cleveland « Sales Representatives: NBC Spot Sales: Detroit, 
Los Angeles, San Francisco. Bomar Lowrance & Associates, Inc., Atlanta, Dallas........ Crosley Broadcasting Corporation, a division of Avco 
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“Sure glad we finally hired somebody who could 


figure out those Station Rate Cards.” 


—ouw §Q9SGQG 





“WLW Radio-TV 

Stations.are 

famous for extending 

broadcasting’s most . 

‘Royal Welcome Service’.”’ “They give advertisers 
a tankful of 
powerful promotion 
coming and going.” 


“Another good reason why 
for PURE, we're SURE 
with WLW Radio and 


Television Stations!"\ 


“Yes, behind the 

scene and on the air— 
the Crosley Group drive 
home the business.”’ 
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“WLW TV- Radio Stations offer 
advertisers that golden glow of 
success in time well-spent."’ 


“And one reason is the 
splendid service and cooperation 
of the famous Crosiey Group." 





“Yes, the WLW TV- Radio Stations 
know how to help push products from on-the-air 
to point-of-sale all over the area.” 


“Such service is Premium quality... 
real Premium quality!" 


a 





Call your WLW Stations Representative . . . you'll be glad you did! 


Network Affiliations: NBC; ABC; MBS «+ Sales Offices: New York, Cincinnati, Chicago, Cleveland * Sales Representatives: NBC Spot Sales: Detroit, 
Los Angeles, San Francisco. Bomar Lowrance & Associates, Inc., Atlanta, Dallas... ..... Crosley Broadcasting Corporation, a division of Aveo 
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the famous Crosley group & pens Ss wee = ee 


Interview: a i, < [Aor 


North Advertising Media Supervisor, Armella Selsor, tells why she selects WLW 
Radio and TV Stations for “even-waving” TONI Home Permanent 


‘When it comes to the airwaves, 

| choose the WLW Radio and 

TV Stations’ for TON! because 
they give so much cooperation... 
all the way from time availabilities 
bom ele)ialcce) cot-1(-Melaelsle) (lols ea 


New! EVEN-WAVING LOTION 


"Yes, the famous Crosley 
[eT coltioma-r-l|hymce)| mele) 

the loose ends to bring” 
home permanent results 
for advertisers!”’ 


Call your WLW Stations Representative... you’ll be glad you did! 


Network Affiliations: NBC; ABC; MBS + Sales Offices: New York, Cincinnati, Chicago, Cleveland + Sales Representatives: NBC Spot Sales: Detroit, 
Los Angeles, San Francisco. Bomar Lowrance & Associates, Inc., Atlanta, Dallas Crosley Broadcasting Corporation, a division of Avco 



































“T understand thev're looking for a new idea for a saturation spot campaign” 


the famous Crosley group & ey ro ex 3 e 





Interview: // 


Bryan Houston, Inc. Vice President and TV-Radio Director, William B. Templeton, 
tells why he selects WLW TV-Radio Stations for NESCAFE Instant Coffee 


Call your WLW Stations Representative . . . you'll be glad you did! 


Network Affiliations: NBC; ABC; MBS « Sales Offices: New York, Cincinnati, Chicago, Cleveland + Sales Representatives: NBC Spot Sales: Detroit, 
Los Angeles, San Francisco. Bomar Lowrance & Associates, Inc., Atlanta, Dallas Crosley Broadcasting Corporation, a division of Aveo 
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Crosley Broadcasting Corporation 


..THE DYNAMIC WLW'S 
Crosley Broadcasting Corporation, 


with its 5 WLW TV stations and WLW = 
Radio, has been one of the progressive 
leaders in the history of broadcasting na ee 
and telecasting. 

Along the way, we've picked up more Ee a 
than 100 major national awards. And our 
clients have picked up some hundreds 
of millions of dollars in added sales. 

On the following pages.are highlights 


of Crosley showmanship-salesmanship. 
Take it from here—they’re all yours. the famous Crosley group 












Crosley Broadcasting Corporation, a division of AVEO 
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Film Report 





MCA-TV IN FOREIGN FIELD 

MCA-TV, which has restricted its 
overseas television film distribution to 
English-language markets, has entered 
the foreign-language field. Although no 
sales were reported at press time, it is 
understood that four series are being 
offered in Spanish. They are Mickey 
Spillane’s Mike Hammer, Alfred Hitch- 
cock Presents, Dragnet and The Bob 
Cummings Show. It’s also understood 
that a German-dubbed version of the 
Hitchcock mystery series has been 
prepared. 


CBS IN EUROPE 

The establishment of two wholly 
owned overseas subsidiaries by CBS, 
Inc., to license and distribute television 
films will probably result in an increase 
in the company’s overseas film produc- 
tion. The two new subsidiaries are CBS 
Europe, Ltd., which has offices in 
Switzerland and will serve as the ad- 
ministrative headquarters for European 
operations, and CBS, Ltd., which will 
be located in London to serve England. 
Merle S. Jones, president of the CBS 
Television stations division, has been 
elected director-president of CBS 
Europe, Ltd., and chairman of the 
board of CBS, Ltd. 

Perhaps to point up increased pro- 
duction plans, CBS Television Film 
Sales, Inc., has undergone a name 
change: a newly formed subsidiary, 
CBS Films, Inc., has replaced it. The 
company will continue with the same 
personnel and properties, with new 
emphasis placed on production. 

At present, CBS: Films has only one 
property in production overseas — 
Rendezvous, being produced in London 
for an early winter start for the syndi- 
cation market. The two new companies 
presumably would take over such pro- 
duction chores, as well as licensing and 
distribution overseas. 


WHAT’S IN A NAME? 

Plenty, decided ABC Film Syndica- 
tion, Inc., which is now known as ABC 
Films, Inc. The change in the corporate 
name was prompted, says George T. 
Shupert, president of the American 
Broadcasting-Paramount Theatres sub- 
sidiary, by the company’s “growth and 


expansion into areas other than syndi- 
cation.” CBS Television Film Sales, 
Inc., has also been abbreviated: it is 
now known as CBS Films, Inc. (see 
separate story). 


PROGRAMS .. . 

Conversion of the all-time-great, 
Stagecoach, to a tv series is being pre- 
pared by Vincent M. Fennelly, in con- 
junction with Four Star Films. Also on 
Mr. Fennelly’s slate is Gentry’s People, 
a newspaper action yarn. . . . Stars of 
the Grand Ole Opry, distributed by 
Flamingo Telefilm Sales, is being 
offered to stations on a strip basis. In 
addition, Flamingo is offering the 
series as a local spectacular—that is, it 
has arranged to put three of the half- 
hour programs together as an hour and 


one-half weekly show. . . . Trans Lux 
Television Corp. has added 21 new film 
releases to its Encyclopedia Britannica 


Film Library. 


LIVE SYNDICATION ... 

Top Ten Dance Party, a Victor & 
Richards Production, has been sold to 
KSL-Tv Salt Lake City as a weekly show. 
The live teen-age tv series has been 
expanded to six days per week by wsLs- 
TV Roanoke. 
newed the program for the fall-winter 
season—WHEN-TV Syracuse, WTEN Al- 
bany, WDXI-Tv Jackson, Tenn., and 
wseEs-Tv Richmond. 


Four stations have re- 


COMMERCIAL CUES... 
Fred A. Niles Productions, Inc., has 
shifted its Syndicated TV Spot Division 





PE TTI ness cnsanccesncednecccaseoves 


K™ Cleaners of Memphis has 

really started cleaning up since it 
began sponsoring California National 
Productions’ Union Pacific over 
WHBQ.-TV in that city. 

Jerry Daleke, 
Kraus, has some graphic figures il- 
lustrating what a syndicated film can 
do for a sponsor. “Union Pacific,” he 


sales manager of 


says, “is doing a great job for us. 
Recently we ran a necktie special and 
promoted it on the show. Kraus dry- 
cleaned 9,760 neckties in the 
two weeks. That is more than we had 


next 


cleaned in the previous eight months.” 

Mr. Daleke also found that the 
series could do many other things for 
Kraus. “We ran a housecleaning sale 
July 7 through July 26. 
tremendous success. Last year during 
the same period we cleaned $2,600 in 
drapes, slip blankets and 
spreads. This year, after promoting 
on Union Pacific, we did $9,548—an 
increase of seven thousand dollars. 
We are now planning a coat-cleaning 


It was a 


covers, 


special, and we anticipate a corres- 
ponding increase.” 

Kraus sponsors the railroading epic, 
which is now telecast in 137 markets, 
on Sundays at 4 p.m. A _ recent 
American Research Bureau gave it a 
18-per-cent share of audience for that 


jasc cin annette ties Kraus Cleaners 





Bart McClelland, in Union Pacific, is 
played by Jeff Morrow. 


time slot in Memphis. Other recent 
ARB studies indicate the program is 
holding up well in many diverse mar- 
kets. In Cleveland, over KYW-TV, it 
received a 20.2 rating for a 45-per-cent 
share of audience; in Providence, over 
WJAR-TV, it garnered a 20.9, or 57- 
per-cent share; in Las Vegas, over 
KLAS-TV, the series received a 35.1 
rating, for a 55-per-cent share of 
audience in its time slot. 

Jeff Morrow stars in Union Pacific 
as Bart McClelland, a former Union 
Army calvary major who must push 
the railroad project west from Omaha. 
Created by Robert Cinader, the series 
was directed by Sobey Martin. George 
M. Cahan produced it for CNP. 
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from Hollywood to Chicago. All sales, 
service and billing of syndicated tv 
spots will be handled through the com- 
pany’s Chicago office. At the same time, 
it was announced that the first live- 
action package, Syndicated Beer Com- 
mercials, is now available for sale on 
a market-by-market basis. Other live- 
action syndicated packages will be pro- 
duced out of Chicago, Fred Niles, presi- 
dent, has indicated. A bank package in 
animation is currently in the works. 
Le Ora Thompson Associates, Holly- 
wood animation firm, has added Pauline 
Marshall as its New York representa- 
. . Philip Frank has been ap- 
pointed an account executive with the 
New York sales staff of MGM-TV’s 
commercial and industrial film depart- 
Gene Deitch, president of 


tive. . 


ment... . 
Gene Deitch Associates, has been ap- 
pointed to the industrial and scientific 
board of advisors of the New York In- 
stitute of Technology. . . . Louis G. 
Bissell Jr. has been appointed to the 
newly created post of director of the 
industrial-films division of Filmways. 
Inc. Mr. Bissell was formerly director 
of industrial film sales for James Love 
Productions, Inc. 

TV Spots has formed a separate com- 
mercial unit, to be headed by creative 
director Sam Nicholsen. The company 
has also added new physical facilities, 
as well as increasing its staff. . . . Buzz 
Ellsworth, vice-president of TV Com- 
mercials, Inc., will make an eastern 
swing next month to tour the company’s 
production facilities. The firm has just 
completed three Max Factor commer- 
cials (Kenyon & Eckhardt). 

Animation, Inc., will move into its 
new facilities Nov. 1, doubling its pres- 
ent size. Lee Mishkin, designer, and 
Fred Grable, animator, are new per- 
sonnel who have been added. . . . Gene 
Martell has been named to head Young 
& Rubicam’s tv commercials operation 
in San Francisco. . . . Two Playhouse 
Pictures films, Fairy Godmother and 
Hats, have been selected by the U. S. 
Information Agency as part of traveling 
international exhibit of American Art 
and Design. 

Playhouse Pictures has snagged a 
pact for producing six spots introduc- 
ing the 1959 Ford. The theme will be 
“The World’s Most Beautifully Pro- 
portioned Car.” Agency is J. Walter 
Thompson. Also in the works by the 
producer is a series of spots for MJB 
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coffee (BBDO, San Francisco) utiliz- 
ing a new shading and designing tech- 


nique with black figures on a white 


background, and a series for Langen- 
dorf bread (Young & Rubicam, San 
Francisco) in which still shots of fig- 
ures and parts of figures are combined 
with animation to portray “The Five 
Senses.” 


George Murphy, Desilu vice presi- | 


dent in charge of the commercial divi- 
sion, has been making the rounds of 


midwestern ad agencies to demonstrate 
the company’s new production tech- | 
niques and procedures. Accompanying | 
him was Dick Lewis, midwest sales | 


chief. 


Production activity high of the year | 


was hit at TV Spots during the past 
month. Among the more interesting 
projects was filming of Peter Pan spots 
(McCann-Erickson, Chicago) introduc- 
ing a new character and combining 
live-action product inserts with humor- 
ous animation; completion of three 
fully animated spots for Nob Hill coffee 
(Hoffer, Dietrick & Brown, San Fran- 


cisco) featuring three new characters, 


a dowager, a butler and a chauffeur; | 
a large package of spots for Quaker | 
Oats (J. Walter Thompson) to intro- | 


duce a new product; a new “Mr. Moo” 
commercial for the American Dairy 
Association (Campbell-Mithun, Minn- 
eapolis), and a 12-minute institutional 
film, half in animation, produced for 
Helene Curtis’ Tempo press party in 
the space of two weeks, believed a 
record for a film of this type. 

The biggest production month in the 
history of Cascade Pictures was re- 
ported by the company’s president, 
Barney Carr, for September. Mr. Carr 
said Cascade’s gross will be $57,000 
more this month than for the compara- 
ble period a year ago, with production 
under way on 37 different spots. 


NEW FILM FIRM 

Stanley Meyer, involved in Loew’s 
proxy fight last year, has entered part- 
nership with Bob Stabler, president of 
Filmaster Productions, forming new 
Filmaster, Ltd., for production of both 
tv and theatrical films. 


SALES ... 

Ziv’s Highway Patrol has been re- 
newed for a fourth year in 132 of the 
197 markets in which it is presently 
telecast. According to Len Firestone, 
syndication sales manager, renewals on 





“BOSS or NO 


we've got to 
make him say 
it right!”’ 


No doubt about it—when 
boss, or any other non-prof: 
sional, wants to make a pub 
appearance on TV, it’s best 
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WATIONAL SCREEN SERVICE, New York 


Borden's Milk » Benton & Bowles 


TRANSFILM INCORPORATED, New York 
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‘COMMERCIALS 


ELEKTRA FILM PRODUCTIONS, INC., New York 


SARRA, INC., New York 





i PICTURES, INC., Burbank 





the series have been coming in as much 
as six months in advance. Among the 
major regional renewals are the Kroger 
stores, which signed for Kausas City, 
Louisville, St. Louis and Roanoke. 
Weidemann Brewing and Household 
Finance have signed for a fourth year 
in Cincinnati and Indianapolis. Ala- 
bama Farm Bureau has contracted for 
Montgomery and Birmingham, and 
Johnson Tire Co. has purchased the 
series for Casper, Wyo., and Grand 
Junction, Colo., for a fourth year. 
Fourth-year station renewals include 
the following: wuc-tv Pittsburgh; 
wacGa-Tv Atlanta; KSTP Minneapolis; 
WFAA-TV Dallas; KGUL-TV Houston; 
koco-Tv Oklahoma City; wsM-Tv Nash- 
ville; wosu-Tv New Orleans; wMct 
Memphis; KATV Little Rock; KSL-Tv 
Salt Lake City; KPHO-TV Phoenix; 
KGW-TV Portland, Ore.; KOMO-TV 
Seattle; KOA-TV Denver; KTTV Los 
Angeles; KRON-TV San Francisco; wen- 
tv Chicago, and wJBK-Tv Detroit. 

MCA-TV’s If You Had A Million 
has been purchased by Rival Dog Food 
for 10 markets in Massachusetts, New 
York, Pennsylvania, Rhode Island, 
Michigan, Missouri and Ohio. The 
series has also been sold within the past 
few weeks to Ronzoni macaroni and 
Savarin coffee in several major eastern 
markets. . . . ABC Films has signed up 
10 new markets for The People’s 
Choice. Newly signed contracts with 
stations and advertisers include the fol- 
lowing: WTMJ-TV Milwaukee; WRCV-TV 
Philadelphia; Kp1x-Tv San Francisco; 
WFIE-TV Evansville; wtvN-Tv Colum- 
bus; WPRO-TV Providence; KCIXx Boise; 
wosu-tv New Orleans; KNXT Los 
Angeles, and the Park Bank, on WATE- 
TV Knoxville. 

Sales of feature films continue at a 
brisk pace. Four more stations have 
purchased MCA-TV’s library of pre-’48 
Paramount features. They are WFBM-TV 
Indianapolis, which shares and splits 
cost with wTTv Bloomington-Indianap- 
olis; WTCN-TV Minneapolis, and KUTV 
Salt Lake City. National Telefilm Asso- 
ciates’ “Dream Package,” consisting of 
85 features, has been sold in over 18 
markets. Titles, new to television, in- 
clude This Above All, Calling North- 
side 777, Heaven Can Wait, Street With 
No Name and Call of the Wild... . 
WTAE-TV Pittsburgh has acquired 550 
MGM pre-’48 features on a seven-year 
lease for approximately $1.5 million. 








Since KDKA-TV acquired 167 titles 
earlier this year, the Metro library is 
completely sold out in the Pittsburgh 
area. . . . WTOP-TV Washington has 
purchased 120 additional features from 
the MGM package, bringing its film 
library to approximately 1,200 features. 
. .- MGM-TV has also signed up more 
than $100,000 in short-subjects sales 
in the past month. Metro shorts were 
sold in 12 more markets for a total of 
34 now airing Our Gang Comedies, 
Passing Parade or Crime Does Not Pay 
subjects. 

Almost half of the Warner Bros. fea- 
ture library (over 300 films), distrib- 
ued by Associated Artists Productions, 
has been sold to Television Interameri- 
cana, S. A., for tv release in Cuba. The 
features are scheduled for telecasting 
by the CMQ and CMBF tv networks in 
Cuba. Goar Mestre, president of Tele- 
vision Interamericana, is still negotiat- 
ing with AAP for the purchase of the 
package for release in other Latin 
American markets. 

Hearst Metrotone News has com- 
pleted four sales which are effective 
this month. In addition to American 
Cyanimid’s renewal of Farm Newsreel, 
reported earlier, several new clients 
have signed for Hearst Metrotone serv- 
ices. WTCN-TV Minneapolis contracted 
for This Week in Sports and The W eek- 
ly News Review. wckt-tTv Miami has 
signed for the Telenews Daily Newsfilm 
services, as has KTBS-TV Shreveport. 
Nippon TV, Tokyo, signed a long-term 
renewal for the full Telenews services. 

Screen Gems’ Burns and Allen re- 
runs have been sold in over 67 markets. 
Recent station sales of the series (con- 
sisting of 240 half-hours) include the 
following: wroc-Tv Rochester; WBBM- 
tv Chicago; wnct Greenville, N. C.; 
wsaAu-TV Wausau, Wis.: KOOK-TV Bill- 
ings, Mont.; wTcn-Tv Minneapolis: 
wMct Memphis; wiic-tv Pittsburgh: 
wLw-a Atlanta; WDAU-TV Scranton, and 
wcau-Tv Philadelphia. 

The Whitehouse Co., distributors of 
21 Top Tunes, has completed a 75- 
market deal with Flamingo Telefilm 
Sales for Sailor of Fortune and Aggie. 
Each of the series consists of 26 half- 
hour episodes. They are being handled 
by Flamingo under a sub-distribution 


deal with RKO Teleradio. 


SALES TWIST 
New twist to telefilm sales has been 


iecorvor SELLING 
COMMERCIALS 


Du Pont « BBDO General Mills « Dancer-Fitzgerald-Sample 


LE ORA THOMPSON ASSOCIATES, Hollywood 


Eversharp Shick e Compton Advertising 


ee Wa aan 


KLAEGER FILM PRODUCTIONS, Mew York 


Gulf Oil Co. ¢ Young & Rubicam 


CARAVEL FILMS, INC., New York 


Kerr-McGee » Lowe Runkle Co. 





HFH PRODUCTIONS, INC., New York KEITZ & HERNDON, Dallas 





October 6, 1958, Television Age 67 





















































animation, inc. is moving to larger 
quarters, we are not expanding. 


our goal is not to he the biggest, 
just the most comfortable.* 


in our new studios on hollywood's 
film row, we will continue to make 
better pictures, for better 

selling, through television. 


*a comfortable picture is a 
happy picture. 

animation, inc. 

736 north seward street 
hollywood 38, california 

hollywood 4-1117 


effective november | 
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unveiled by motion-picture producer- 
exhibitor Elmer Rhoden Jr. Mr. 
Rhoden, who has filmed two pilots, Cab 
Girl and Wildcatter, and is projecting 
two others, Rookie Cop and Billy the 
Kid, is offering sponsors shows for a 
flat $20,000 per episode, plus 10 per 
cent of residuals in perpetuity of series 
if they buy minimum of first 26 half- 
hours. 


PERSONNEL ... 

Ziv Television Programs has expand- 
ed its syndicated sales organization and 
has re-assigned key executives under its 
plan of giving top personnel broad ex- 
perience throughout the country. . . 
Jerry Kirby, of Ziv’s national sales 
office in Chicago, has been promoted to 
the post of sales manager of the Chicago 
division of the syndicated sales depart- 
ment. Jack Gregory, for the past two 
years sales manager of the eastern divi- 
sion, has been assigned to head the 
western division in Los Angeles. Mr. 
Gregory was manager of the western 
division before he moved east. Alan 
Martini, head of the western division. 
moves east to direct the eastern division. 

Jack Gainey, Ziv’s spot sales manager 























in the east, moves to the western divi- 
sion, joining Jack Martin, spot sales 
manager also assigned to the west coast. 
Othur V. Oliver and Joseph L. Moscato 
have been named account executives in 
the north-central division. Robert Neece 
has been re-assigned from west Texas 
to upstate New York as an account 
executive. Bert Weiland has been re- 
assigned from upstate New York to the 
Baltimore-Washington area as an ac- 
count executive. A new account execu- 
tive, Ed Uhler, has been added in the 
eastern division. In the south-central 
division, Charles Rush has joined Ziv’s 
syndicated sales organization as an 
account executive. 

Hal James has been appointed direc- 





MR. JAMES 


tor of national sales for Independent 
Television Corp. Mr. James was previ 
ously vice president of radio and tele- 
vision for Doherty, Clifford, Steers & 
Shenfield, and vice president in charge 
of radio and tv for Ellington & Co. He 
has also been affiliated with Compton 
Advertising, J. Walter Thompson and 
Needham, Louis & Brorby. He is a co- 
founder of Veterans Broadcasting Co.. 
owners and operators of WVET-AM-T\ 

C. Herbert Massé has been named an 
account executive for ABC Films, Ine.. 
in the upper New York State and New 
England area. Mr. Massé was formerly 
sales manager of wBz-TV Boston. . . . 
Jerry Lee, for the past four years west- 
ern sales manager for Official Films. 
has joined MCA-TV’s western sales 
staff. He will operate in southern 
California, Arizona, Las Vegas and 
Colorado. . . . Henry S. Newman has 
been named sales representative for 
Inter World TV Films, Inc. Mr. New- 
man will headquarter in New York and 
travel to all parts of the world for the 
newly formed company, which has ac- 
quired foreign-distribution rights to 












approximately 2,500 programs distrib- 
uted domestically by Guild Films. 

Stan Smith, recently named a vice 
president of Official Films, has been 
appointed to head the company’s sales 
department. Mr. Smith, formerly east- 
ern sales manager at ABC-TV, will ex- 


MR. SMITH 


pand Official’s sales operation. 
Nicholas D. Newton has been appointed 
an account executive for Bill Sturm 
Studios, Inc. . . . Alton Alexander has 
joined Walt Framer Productions as 
program development director. 
Reub Kaufman, president of Jayark 
Films, has confirmed the appointment 
of Gerald E. Liddiard as vice president 
of sales. 

Lee Cooley, formerly a producer 
with CBS-TV, has been named creative 
director at Paramount Sunset Studios 
and KTLA Los Angeles, and will be in 
charge of development of new proper- 
ties for filming, taping and live pro- 
duction. . . . Flamingo Telefilm Sales 
has opened new sales offices. Jeff Davis 
has been appointed to head the new 
office in Atlanta, and George Gilbert 
joins Flamingo to cover the Ohio Valley 
and Michigan areas. . . . Screen Gems 
has added three representatives to its 
syndication sales staff. Two of the new 
men were appointed to the central divi- 
sion under Stanley Dudelson. They are 
Ralph Mitchell, formerly with Screen 
Gems’ Canadian affiliate; -and Robert 
Kraus, who formerly served as New 
York branch manager for the J. Arthur 
Rank Organization. Charles Mason, 
formerly general manager of WEDU-TV, 
educational station in Tampa, has 
joined the southern division, reporting 
to Frank Stone, area manager. 


TAPE PRODUCTION 
The distribution of videotape ma- 
chines at present may be limited, but 


that’s not stopping several major film 
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Lever Bros. « J. Walter Thompson * Quaker Oats » Wherry, Baker & Tilden 


TERRYTOONS, New York 
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Telefilm Associates, Guild Films and 
California National Productions—have 
revealed plans for tape production. 


NTA has acquired Telestudios, Inc., 
pioneer tape-production firm in New 
York, and is developing a “workable 
formula” for the production of tape 
programs for syndication. 

Guild Films has concluded a long- 
term agreement with Hal Roach Studios 
whereby the latter will produce tape 
series to be distributed by Guild. The 
two firms will share cost of installation 
and equipment of Roach’s Culver City 
studios, estimated at more than $1] 
million. 

CNP is exploring the possibility of 
beginning syndication of tape shows 
early next year. The Hollywood facili- 
ties of NBC-TV would be used to 
record the programs. The operation, it 
was emphasized, would not in any way 
interfere with CNP’s syndication of 
film. According to Earl Rettig, presi- 
dent of CNP, the taped shows would be 
along lines of high-quality live pro- 
gramming, which local stations could 





producers and distributors. In the past : 
several weeks, three of them—National | 


not afford to produce themselves. 
The first series to go on tape in the 
Guild-Roach deal will be Date With 
Judy, long-time radio serial. According 
to John J. Cole, president of Guild, 
union problems have been solved, al- 
though exactly in what manner wasn’t 
disclosed. It’s understood that installa- 
tion of all the necessary electronic 
equipment (cameras, lights, recorders, 
etc.) will not be completed until the 
end of the year. Production would be- 
gin then, ranging from ambitious hour- 
long programs to commercials. Mr. 
Roach notes that the Guild agreement 
does not affect his $15-million motion- 
picture and tv film production schedule. 
The negotiations were the second of 
a major character concluded by Mr. 
Roach in the past month. The studio has 
purchased the Mutual Broadcasting 
System for an estimated $2 million. Mr. 
Roach is now chairman of the board 
of the radio network, which has an- 
nounced plans to acquire the full quota 
of seven radio and seven tv stations. 


MGM STOCK RISE 
The recent spurt of MGM-TV stock 


is laid to negotiations to sell part of the 
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Bardwell McAlister 
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Bull Switches 
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studio property, as well as the film lab. 
Best offer for the lab reportedly has 
been made by Consolidated Film Labs, 
with bid of over $2 million. At least 
one faction of Loew’s board is reported 
favoring sales of considerable portion 
of the MGM lot, and future operation 
of the studio as a smaller entity, cater- 
ing principally to independents and 
television production. 


OVERSEAS PITCH 

William Fineshriber, director of in- 
ternational operations for Screen Gems, 
is off on a three-month overseas sales 
and survey junket. He will be offering, 
in addition to established properties, 
seven new series the Columbia subsidi- 
ary put into production this season. 
They are Behind Closed Doors, The Ed 
Wynn Show, The Donna Reed Show, 
Naked City, Alcoa-Goodyear Theatre, 
Huckleberry Hound and Rescue 8. 


NEW FILM SPLICER 


S.0.S. Cinema Supply Corp. has 


been appointed primary distributor of 
the new “Studio Quik Splicer,” a com- 
pact unit designed to splice both 16mm 
and 35mm film as well as magnetic 
tape. The new splicer, completely non- 
magnetic, is priced at $79.50. 


Film Commercials 


AIRBORNE PRODUCTIONS, 
INC. 

In Production: California National Produc- 
tions (Flight), direct. 


COUSENS-BLAIR 
PRODUCTIONS, INC. 

In Production: Volkswagen of America, Inc. 
(cars), Mathes; White Frost Chemicals, Inc. 
(White Frost), KHC&C; Continental Wax 
Corp. (Six-Month wax), Product Services: 
Tobin Packing Co.. Inc. (First Prize meats). 
Storm Adv. 


ELEKTRA FILM 
PRODUCTIONS, INC. 


Completed: Hills Bros. Coffee, Inc. (instant 
coffee), Ayer; American Tobacco Co. (Hit 
Parade opening), BBDO; New York Tele- 
phone Co. (yellow pages), BBDO; Standard 
Brands, Ltd. (Royal Pudding), MacLaren: 
F. & M. Schaeffer Brewing Co. (beer). 
BBDO; Colgate-Palmolive Co. (Fab), Bates: 
Esso Standard Oil Co. (gas, service sta- 
tions), MacLaren; E. I. du Pont de Nemours 
& Co. (Dacron), BBDO; California Oil Co. 
(Calso stations), BBDO; Standard Oil Co. 
of Calif. (Chevron gasoline), BBDO; Buick 
Division, General Motors Corp. (cars), Me- 
Cann-Erickson. 

In Production: E. I. du Pont de Nemours & 
Co. (carpets), BBDO; Smith Bros., Inc. 
(cough drops), SSC&B Standard Oil Co. 
(Imperial Esso), MacLaren; Buick Division, 














General Motors Corp. (cars, Bob Hope Show), 
McCann-Erickson; Ford Motor Co. (cars), 
JWT; S. C. Johnson & Soa (Pledge-Jubilee) , 
B&B; S. C. Johnson & Son (Klear), FC&B; 
George W. Helme Co. (Snuff), C&W; Na- 
tional Biscuit Co. (bread), McCann-Erick- 
son; Lever Bros. Co. (Lifebuoy soap), 
SSC&B. 


ERA PRODUCTIONS, INC. 
Completed: Standard Oil Co. (Red Crown, 
Gold Crown gasoline), D’Arcy; Tidy House 
Products Co. (Perfex), Ludgin; Barbara 
Ann Baking Co. (breads), Heintz; Nalley’s 
Inc. (potato chips, Lumberjack syrup), 
Pacific National. 

In Preduction: General Insurance Co. of 
America (fire insurance), Cole & Weber; 
Washington State Apple Commission (ap- 
ples), Cole & Weber; Dishmaster Corp. 
(Dishmaster Imperial), M. P. Patten; U. S. 
Forestry Service (Smokey Bear), FC&B; 
Nalleys, Inc. (beef stew, chili), Pacific 
National. 


GOLDSWAN PRODUCTIONS 
Completed: American Tobacco Co. (Lucky 
Strike cigarettes), BBDO; Procter & Gamble 
Co. (Duz), W. Reynolds; Northwest 
Orient Airlines, Campbell-Mithun; Sandura 
Co., Inc. (Crown Vinyl Sandran), Hicks & 
Greist; United States Steel Corp., BBDO; 
Gluek Brewing Co., (Stite ale), Olmsted & 
Foley. 


GRAY & O’REILLY 

In Production: General Foods Corp. (Dream 
Whip) , Y&R; Thomas J. Lipton, Inc. (soups) , 
Y&R; Block Drug Co. (Rem-Rub), Gum- 
binner; Falstaff Brewing Corp. (beer). 
D-F-S; American Oil Co. (Amoco gasoline) , 
Joseph Katz. 


HFH (Hunn, Fritz, Henkin) 
PRODUCTIONS, INC. 

Completed: National Biscuit Co. (Cheese 
Tid Bits), McCann-Erickson; Avis Rent-A- 
Car Corp. (car rentals), McCann-Erickson; 
Gillette, Int. (special offer), McCann-Erick- 
son; General Mills, Inc. (pancake mix), 
D-F-S; Helena Rubinstein, Inc. (Heavenly 
Glow), Ogilvy, Benson & Mather; Columbia 
Records Co. (albums), McCann-Erickson. 
In Production: Sterling Drug Co. (Dr. Cald- 
well medicine), Brown & Butcher; Barton’s 
Candy Corp. (candy), DDB; Nestle Co., 
Inc. (Zip), McCann-Erickson; National Bis- 
cuit Co. (Wagon Train), McCann-Erickson; 
Hometown Bread Co. (buttermilk bread). 
McCann-Erickson; Manhattan Shirt Co. 
(Wash & Wear shirt), Peck Adv.; Standard 
Oil Co. of N. J. (The Endless Search), 
MeCann-Erickson. 


JAMIESON FILM CO. 

Completed: “Free TV”, Tracy-Locke; Texas 
Forest Service (safety), Texas A&M; Texas 
State Fair, Key Associates; Am. Handicrafts, 
direct; Chance Vought Aircraft, Inc. (Navy), 
Tracy-Locke: Wolfe Jewelers (jewelry), 
Bloom. 

In Production: Haussman’s Jewelers (jew- 
elry), Bloom; American Petrofina (gaso- 
line), Taylor-Norsworthy; Lee Optical Co. 
(eye glasses), Mayfair Associates; State of 
Arkansas Publicity, direct; State of Texas 
Health Programs, direct. 


KEITZ & HERNDON 


Completed: Evangeline Maid Bread Co. 
(bread), Wm. Finn; Dallas Morning News 
(newspaper), direct; Rainbow Brown & 
Serve Rolls, direct. 

In Production: Deep Rock Oil Corp. (gaso- 
line), Lowe Runkle; Gunn Bros. Stamps 
(trading stamps), Lowe Runkle; Lone Star 
Brewing Co. (beer), Glenn; Banquet Frozen 
Foods (frozen dinners), D’Arcy; Dr. Pepper 


Co. (soft drink), Grant; Campbell-Taggart 
(Colonial rolls), direct. 


JAMES LOVE PRODUCTIONS 
Completed: Aluminum Co. of America 
(Hallite Premium), Ketchum, MacLeod & 
Grove. 

In Production: Aluminum Co. of America 
(commercial fishing fleet), F&S&R; N. Y. 
Telephone Co. (telephone spots), Gray & 
Rogers. 


PINTOFF PRODUCTIONS 
Completed: American Broadcasting Co. 
(fight promotional), direct; Ward Baking 
Co. (Tip Top bread), Goulding-Elliott- 
Graham, JWT; Ford Dealer Advertising 
Association (used cars), JWT; Gunther 
Brewing Co. (beer), L&N; Stahl-Meyer, 
Inc. (frankfurters), Hicks & Greist; North 
American Phillips Co. (Norelco shavers), 
C. J. LaRoche; O’Keefe Brewing Co. (ale), 
Comstock; Bon Ami Co. (Bon Ami Glass 
Gloss), Weiss & Geller; Consolidated Cigar 
Corp. (Muriels), L&N. 

In Production: G. R. Kinney Corp. (shoe 
stores), F. B. Stanley; American Cancer 
Society, direct; Republican Party of Michigan 
(campaign spots), Video Films; American 
Broadcasting Co. (Bold Journey promotion) , 
direct; O’Keefe Brewing Co. (ale), Com- 
stock; New England Confectionery Co. 
(candy), C. J. LaRoche; Paper Mate Co. 
(pens), FC&B; Bon Ami Co. (Jet Bon 
Ami), Weiss & Geller; Proctor Electric Co. 
(toasters), Weiss & Geller; North American 
Phillips Co. (Norelco shavers), C. J. La- 
Roche; Renault. Inc. (Dauphine cars), 


NL&B. 
TRANSFILM, INC. 


Completed: Colgate-Palmolive Co. (Lustre- 
Creme shampoo), NC&K; Whitehall Phar- 
macal Co. (Anacin), Bates; Esquire, Inc. 
(Coronet magazine), Grey; Chock Full O° 
Nuts Corp. (coffee), Grey; Helena Rubin- 
stein, Inc. (Mascaramatic), Ogilvy, Benson 
& Mather; Food Manufacturers, Inc. (Pre- 
mium candy bar, M & M peanut candy), 
Bates; Warner-Lambert Pharmaceutical Co. 
(Virisan), Bates; Chemstrand Corp. (ny- 
lon), DDB; Standard Brands, Inc. (Blue 
Bonnet margarine), Bates. 


UPA PICTURES, INC. 

Completed: Oertel Brewing Co. (’92 beer), 
Lynch & Hart. 

In Production: Little Crow Milling Co. 
(Coco Wheats), Edward H. Weiss; Mrs. 
Baird’s Bakeries (bread), Tracy-Locke; In- 
ternational Shoe Co. (Poll Parrot shoes), 
Krupnick & Associates; Quaker Oats Co. 
(Aunt Jemima corn bread), John W. Shaw; 
J. A. Folger & Co. (instant coffee), Harris, 
Harlan & Wood; Reddi-Wip, Inc. (Top 
Wip), D’Arcy; Hood Chemical Co. (bleach 
and starch), Pritchard, Daniels & Dreher; 
Johnson & Johnson (Stuffy nose drops), L. 
W. Frohlich; Lever Bros. Co. (Good Luck 
margarine), Ogilvy, Benson & Mather. 


VAN PRAAG PRODUCTIONS 
Completed: Dodge Division, Chrysler Corp. 
(cars), Grant; M-E-L Div., Ford Motor Co. 
(Mercury cars), K&E; Rayco Mfg. Co. 
(auto seat covers, convertible tops, mufflers) , 
Emil Mogul; Richfield Oil Corp. (gasoline), 
Hixson & Jorgensen; Chevrolet Motor Div., 
General Motors Corp. (cars), Campbell- 
Ewald; Pabst Brewing Co. (beer), Grey; 
Continental Baking Co. (Wonder rolls), 
Bates; Quaker State Oil Refining Corp.., 
K&E. 

In Production: Beneficial Management Corp. 
(finance), Lefton; Fels & Co. (detergent), 
Aitkin-Kynett; Standard Oil Co. of Indiana 
(gasoline), D’Arcy: Chevrolet Motor Div., 
General Motors Corp. (cars), Campbell- 
Ewald; Radio Corp. of America, K&E; 
Dodge Division, Chrysler Corp. (Dodge 
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Produced for 
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Grant; Mutual of Omaha, Bozell & 
Jacobs; M-E-L Div., Ford Motor Co. (Mer- 
cury cars), K&E; Eastern Air Lines, Inc., 
Fletcher D. Richards; Delco-Remy Div., 
General Motors Corp. (batteries) , Campbell- 
Ewald; United Motors Service Div., General 
Motors Corp. (U.M.S.), Campbell-Ewald; 
Liggett & Myers Tobacco Co. (Oasis cigar- 
ettes), McCann-Erickson; D-X Sunray Oil 
Co. (Boron fuel), Potts-Woodbury; Renault, 
Inc. (Renault-Dauphine), NL&B; Genessee 
Brewing Co., Inc. (beer), Marschalk & Pratt. 


VIDEO FILMS 

Completed: Star Carpet Cleaning Co. (Serv- 
ice), Stockwell & Marcuse; Monroe Auto 
Equipment Co. (shock absorbers), direct; 
Stroh Brewery Co. (beer), Zimmer, Keller 
& Calvert; Siroil Labratories, Inc. (medical 
preparation), Stockwell & Marcuse; Hazel 
Park Racing Assoc. (horse races), C. R. 
Stout. 

In Production: 
Co. (insurance) , 
Distributors 
B. Doner; 


cars), 


Michigan Mutual Liability 
Otto & Abbs; Metropolitan 
(motion-picture theatres), W. 
Republican Committee, Mich. 
(campaign), Clark & Bobertz; Greater De- 
troit Plymouth Dealers (Plymouth cars), 
Powell. 


‘15 time to roll up your sleeve... 











FOR THE BEST 
“TRADITIONAL 
ANIMATION” 





Le Ona 


“Thom son 
Associates, Ine. 


Pulse Audience Composition, 


TOP 10 DRAMA SHOWS 


National 
Rank Show & Distributor Average 
1. If You Had A -~ (MCA) .. 11.0 
2. Big Story (Offic - oe ae ES 9.1 
S "ft £ + RReS 9.1 
4. Dr. Christian (Ziv ee ae 8.5 
5. Dr. Hudson's Secret Journal 
(MCA) ‘ og eure 
6. Star Performance (Official) 7.9 
» 3 m Ameche (TPA) ............ 6.4 
8. Reader's Digest (Telestar) 3.8 
9. O. Henry Playhouse 
(Gross-Krasne) 3.7 
10. Byline (M & A Alexander) 2.2 
MEN’S AUDIENCE 
Men Per 
100 Homes 
Rank Show & Distributor Tuned In 
MM - 0U YU eee 86 
1. If You Had A Million (MCA) .. 86 
3. Big Story (Official) ‘ . 8 
3. O. Henry Playhouse 
(Gross-Krasne) ..... woke ce . 8 
3. Studio 57 (MCA) .. Prey .. 8 
6. My Favorite Story (Ziv) bouet 82 
6. Star Performance (Official) ....... 82 
8. Don gree he Play of the Week - 
8. Dr. Hudson’ s Secret Journal 
DED Oo de cKabenteneean ss aod 81 
10. Byline (M & A Alexander) 71 
WOMEN’S AUDIENCE 
Women Per 
100 Homes 
Rank Show & Distributor Tuned In 
1. Dr. Christian (Ziv) .. 93 
1. If You Had A Million (MCA) 93 
3. Dr. Hudson's Secret Journal 
Cc | aS ee . 89 
4. Big Story (Official) 88 
4. O. Henry Playhouse 
(Gross-Krasne) 8& 
4. Star Performance (Official) 88 
4. Studio 57 (MCA) ‘ . 8 
8. My Favorite Story (Ziv) 87 
9. Don seem Play of the Week 
Ss \oskeees bs 86 
10. Byline iM & A Alexander) 76 


FOR THE BEST 
“CONTEMPORARY 
ANIMATION" 


HOLLYWOOD, CALIFORNIA 
733 North La Brea 
WeEbster 8-3764 


NEW YORK, NEW YORK 
REPRESENTATIVE: PAULINE MARSHALL 
225 East 54th Street 
Plaza 9-2424 
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CHILDREN’S AUDIENCE 


Kids Per 
. 100 Homes 
Rank Show & Distributor Tuned In 
1. If You Had A Million (MCA) .... 43 
2. Byline (M & A Alexander) ... a 
3. Reader’s Digest (Telestar) 
4. Don Ameche Play of the Week 
UD pikhottigs dota. aed — 
5. Big Story (Official) . . 
5. Star Performance (Official) 28 
7. Dr. Christian (Ziv) 22 
8. My Favorite Story (Ziv) 17 
8. O. Henry Playhouse 
(Gross-Krasne) 17 
8. “geek Secret Journal 
cued 17 
& Studio D7 “(MCA) °°: 17 
TOP 10 COMEDY SHOWS 
National 
Rank Show & Distributor Average 
1. Honeymooners (CBS) ANS 15.: 
2. Our Miss Brooks (CBS) .. 10.5 
3. Topper (Telestar) ; 8.4 
4. Amos ‘n’ Andy (CBS) 8.3 
5. My Little Margie (Official) 7.5 
6. Susie (TPA 7.0 
7. Damon men ‘Theatre 
(Sereen Gems) 4.5 
8. Stu Erwin Show (Official) 4.4 
9. Beulah (Flamingo) ........ 4.3 
10. Laurel and Hardy (Governor) 3.7 
MEN’S AUDIENCE 
Men Per 
100 Homes 
Rank Show & Distributor Tuned In 
1. Damon Runyon Theatre 
(Screen Gems) J 89 
2. Honeymooners (C BS) 83 
3. Susie (TPA) . .. 82 
4. Mama (CBS) nce 
5. My Little Margie (Official) 65 
6. Abbott and Costello (Sterling) 54 
7. Meet Corliss Archer (Ziv) 53 
7. Our Miss Brooks (CBS) 53 
9. Mickey Rooney Sy vanpeuntentes 52 
9. Ray Milland (MC: 52 
WOMEN’S AUDIENCE 
Women Per 
100 Homes 
Rank Show & Distributor Tuned In 
1. Honeymooners (CBS) .. 95 
2. Damon Runyon Theatre 
(Screen Gems) Kas 90 
3. Susie (TPA 87 
4. Life with Flizabeth’ (Guild) 86 
5. Beulah (Flamingo) te: Ri 
5. Mama (CBS) — ; 84 
7. My Little Margie (Official) 76 
8. Topper (Telestar) ... 73 
9. Ray Milland (MCA) 68 
9. Stu Erwin Show (Official) . 68 
CHILDREN’S AUDIENCE 
Kids Per 
100 Homes 
Rank Show & Distributor Tuned In 
1. Laurel and Hardy (Governor) 92 
2. Abbott and Costello (Sterling) 73 
2. Meet Corliss Archer (Ziv) . 73 
4. Amos 'n’ Andy (CBS) 69 
4. Mickey Rooney (Sc reencraft) 69 
6. Ray Milland (MCA) , 63 
7. Stu Erwin Show (Official) . 59 
8. My Little Margie (Official) 54 
9. Mama (CBS) 53 
10. Susie (TPA) 51 
TOP 10 MYSTERY SHOWS 
National 
Rank Show & Distributor Average 
1. Mike Hammer (MCA) 13.2 
2. Sheriff of Cochise (NTA) 12.9 
3. Whirlybirds (CBS) .. . 12.2 
4. Badge 714 (CNP) 11.5 
5. Decoy (Official) 9.8 
6. San Francisco Beat (CBS) 9.6 
7. Public Defender (Interstate) 6.2 
7. Racket Squad (ABC) 6.2 
9. Official Detective (NTA) 6.0 
10. Inner Sanctum (CNP) 5.5 
MEN’S AUDIENCE 
Men Per 
100 Homes 
Rank Show & Distributor Tuned In 
1. City Detective (MCA) ace 
2. Badge 714 (NBC) . 85 
2. Racket Squad (ABC) 85 
4. Mike Hammer (MCA) . 84 
4. San Francisco Beat (CBS) 84 
6. Official Detective (NTA) . 82 
7. Sheriff of Cochise (NTA) 79 
8. Boston Blackie (Ziv) 78 








By Type of Show, for August 


8. Public Defender (Interstate) ..... 78 
S. WME GRD acs cbdeveenecciics 78 


WOMEN’S AUDIENCE 
yYomen Per 


100 Homes 

Kank Show & Distributor Tuned In 
1. Racket Squad (ABC) ............. 91 
2. San Francisco Beat ae) waste enn 90 
3. City Detective (MCA) .......... . 89 
4. Badge 714 (NBC) tele p eeta 87 
4. Decoy (OMBCIMl) ......ccces. ion an 
4. Official Detective (NTA) ......... 87 
7. Public Defender (Interstate) ..... 85 
8. Mr. and Mrs. North (Telestar) .. 84 
©, We Ge ee chs eecass 8&3 
10. Mike Hammer (MCA) ........ i> ae 
10. Sheriff of Cochise (NTA) ..... .. 82 

CHILDREN’S AUDIENCE 

ids Per 

100 Homes 

Rank Show & Distributor Tuned In 
1. Whirlybirds (CBS) ........... “ase 
2. Sheriff of Cochise (NTA) ; 5 
3. Mr. and Mrs. North (Telestar) . 48 
4. Official Detective (NTA) ..... 43 
4. Sherlock Holmes (Guild) awe 43 
6. Racket Squad (ABC) .......... 40 
7. Badge 714 (NBC) ....... ‘ . 8 
8. City Detective (MCA) 37 
8. San Francisco Beat (CBS) 37 
10. Decoy (Official) .... 28 

TOP 10 WESTERN SHOWS 

National 

Rank Show & Distributor Average 
1. Death Valley Days (U. S. Borax) 13.5 
2. 26 Men (ABC) 11.6 
3. Clone “Tee Gee eo unksecce cs. jos Dt 
4. Boots and Saddles Daal icin 10.6 
5. Annie Oakley (CBS) ...... 10.0 
6. Frontier Doctor CHotiy wood Tv) 7 
TZ. FEES CROMER See doccecees 9.3 
8. Last of. the Mohicans (TPA) 7.3 
9. Brave Eagle (CBS) 6.8 
9. Frontier (CNP) . cia aed 6.8 

MEN’S AUDIENCE 

Men Per 

100 Homes 

Rank Show & Distributor Tuned In 
1. Frontier (CNP) 7 . 8 
1. Frontier Seed (Hoily wood Ty) . 83 
ef} fF | RSA . 8 
4. Boots and Saddies (}) 4 Bee 79 
4. Last of the Mohicans (TPA) .. 79 
6. Death Valley Days (U. S. Borax) 78 

7. Steve Donovan, Western Marshal 

(CNP) icaaie 
7. Stories of the ‘Century (Guild) 67 
9. Cisco Kid (Ziv) . Pasae dam 58 
10. Brave Eagle (CBS) ... a 57 


WOMEN’S AUDIENCE 
Women Per 
100 Homes 
Rank Show & Distributor Tuned In 


1. Frontier Doctor (Hollywood Tv) . 91 
2. Frontier (CNP) ........ PRS 
3. Death Valley Days (U. S. Borax) 84 
4. Boots and Saddles (CNP) ..... 82 
5. Last of the Mchicans (TPA) . 81 
& f& BO - eer Sees . 2 
7. Stories of the Century (Guild) . 3 
8. Cisco Kid (Ziv) hip 68 
9. Brave Eagle (CBS) 65 
10. Steve Donovan, Western Marshal 
"NP) iad xe Gonski es 63 
CHILDREN’S AUDIENCE 
Kids Per 
100 Homes 
Rank Show & Distributor Tuned In 
ae ge FO Uf Ree 97 
2. Gene Autry—1 Hour (MCA 94 
3. Hopalong Cassidy—1 Hour is NP) 92 
4. Brave Eagle (CBS) ........... 89 
5. Annie Oakley (CBS) ............. 87 
5. Roy Rogers (MCA) .... we 87 
7. Gee Eee Gl) Ses. ots 
8. Judge Roy Bean (Se reencraft) Svs 71 
9 


. Steve Donovan, Western Marshal 
ee LER Rt Re rr eee 


10. Death Valley Days (U.S. Borax) 64 
10. Last of the Mohicans (TPA) 64 


TOP 10 MISC. SHOWS 


National 
Rank Show & Distributor Average 
2. DR FO atkins sus ans . Be 
2. Looney Tunes (Guild) ......... 8.3 
3. Little Rascals (Interstate) ..... 7.2 
4. Science Fiction Theatre (Ziv) 6.7 
5. Bugs Bunny (AAP) .......... 5.4 
6. Championship Bowling 
Baar 4.9 
7. Kingdom of the Sea (Guild) 4.8 
es yf . erreereraes 4.1 
8. Victory At Sea (CNP) 4.1 


10. Rocky Jones, Space Ranger 
SE: > Kacas p dae th baat Si ea 


MEN’S AUDIENCE 


Men Per 
100 Homes 
Rank Show & Distributer Tuned In 
a ~ 2- — we (Propagation aa 
2. Cham AMEE Bowliny 
Schwimmer) ........ . 82 
3. Science Fiction Theatre (Ziv) 81 
a DO SOE a sckcrceveserts% . 81 
5. Victory At Sea 8 yg Freee . 2 
6. Kingdom of the Sea ‘Giaité ee 
7. Flash Gordon (Guild) ..... 56 
8. Bugs Bunny (AAP) ....... . 9 
8. Looney Tunes (Guild) ..... 39 
10. Rocky Jones, Space Ranger 
WE cncobadss na teu 38 
WOMEN’S AUDIENCE 
yomen Per 
100 Homes 
Rank Show & Distributor Tuned In 
1. Liberace (Guild) : .. ® 
2 a ~~ oe ~~ 7 (Propagation 
Rees Pe . 
3. Science Fiction Theatre (Ziv) ..... 89 
O, See MED, 6 ccvucciicess co. 
5. Kingdom of the Sea (Guild) . 83 
6. Casmptenahip Bowling 
( wimmer) ........ 78 
7. Victory At Sea (CNP) . 75 
8. Flash Gordon (Guild) . 55 
9. Little Rascals (Interstate) ; . 48 
10. Looney Tunes (Guild) .. oncnei Ge 
CHILDREN’S AUDIENCE 
Kids Per 
100 Homes 
Rank Show & Distributor Tuned In 
2. Popeye CAAP) ........<. ; re 
2. Looney Tunes (Guild) .... .102 
3. Little Rascals (Interstate) ; 99 
4. Bugs Bunny (AAP) ...... 89 
5. Rocky Jones, Space Ranger 
RE aS oot aon 5.) S4 
6. Flash Gordon Gene) aka TP a 
7. Kingdom of the Sea (Guild) .. 54 
8. Science Fiction Theatre (Ziv) 41 
9. Bishop Sheen (Propagation 
Society) PE ay: 31 
10. Liberace (Guild) , 19 
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LAUREL 
AND 


HARDY 


SHOW 
Gets Top Ratings on 
WBAL-TV, Baltimore 


Wire or phone 
Art Kerman 
today for 
availability 

in your market, 
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\ 
GOVERNOR TELEVISION 


151 West 46th St., N.Y.C. 
JUdson 6-3675 


















PRODUCERS 


of the 
FINEST in FILMS 


PERSONAL ATTENTION to every job from production 


planning to answer print is our practice. Creative staff direc- 


tors, Tom Dunphy and Bob Carlisle, with an interest in the 


company, are your assurance of a QUALITY job. Yes, PER- 
SONAL ATTENTION with a capital P is your guarantee at 


WCD. 


WONDSEL, CARLISLE & DUNPHY, INC. 


1600 Broadway, New York 19, N. Y. @ Circle 7-1600 
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Lestoil (Continued from page 38) 


WEHT went to work, with the help of 
Young Television, on its special pro- 
motion ideas for Lestoil. Monday, 
Aug. 11, was proclaimed “Lestoil 
Day” by Evansville’s Mayor R. Vance 
Hartke. Two weeks prior to Lestoil 
Day WEHT (and its sister radio out- 
let, WEOA) began to arouse their 
audiences’ curiosity via a saturation 
teaser campaign proclaiming the ad- 
vent of the “Big L:” “Watch for the 
Big L,” “The Big L Is Coming,” etc. 

The “Big L” promotion was further 
highlighted on billboards and posters, 
in newspapers and through use of the 
letter “L” on WEHT’s local live pres- 
entations, and was climaxed during the 
week preceding Lestoil Day by a maxi- 
mum saturation of WEHT announce- 
ments saying, “So many hours, so 
many minutes till Lestoil Day in 
Evansville.” When Aug. 11 arrived, 
there were very few local residents 
who were not thoroughly aware of its 
significance. 

On the great day Jacob L. Barowsky, 
president of Adell Chemical, Mrs. 

















PRODUCTIONS, INC. 
38 W. 48th ST., N. Y. 36, N. Y. 


Judson 2-5055 
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Barowsky, Mr. and Mrs. Eskenasy and 
other members of the Lestoil manage- 
ment came to Evansville as guests of 
WEHT, were met at the airport by 
Mayor Hartke and his official party 
(as well as the representatives of the 
Kroger Co., the Creasy Co. and other 
major food chains in the area), and 
were presented the key to the city— 
all of it very adequately covered by 
WEHT’s news cameras for special air- 
ing over channel 50 later in the day. 

After a fast tour of Evansville, the 
Lestoil caravan arrived at the WEHT 
studios for on-the-air interviews with 
Mr. and Mrs. Barowsky and others, 
and for a square-dance party held in 
an area outside the station and at- 
tended by, among others, leading local 
distributors who would handle the 
Adell detergent. 

Lestoil Day was, somewhat inevit- 
ably, followed by Lestoil Week and 
then Lestoil Month. went devoted 
all of its unsold ID’s to Lestoil Week 
in Evansville, as well as scheduling 
a special program Monday through 
Friday at 8:55-9 a.m. titled Start Off 
Your Day With Lestoil. The Lestoil 
jingle was used under all of the sta- 
tion’s ID’s during Lestoil Week, a 
“Lestoil mambo” was featured on the 
Lonesome Larry Dance Party show 
daily (complete with a mambo contest 
and a first prize consisting of a year’s 
supply of the product under discus- 
sion), and a puppet yclept Lester 
Lestoil was installed on Spanky's 
Show, wexHt’s daily children’s hour 
(5-6 p.m.). 

The merchandising and promotional 
barrage did not let up with the turning 
of Lestoil Week into Lestoil Month. 
Each week Lestoil and the “Big L” 
promotion were headlined on _ the 
Creasy sales bulletins, going out to 
250 stores in the Tri-State area. The 
detergent was also featured weekly in 
Listen Magazine, a publication dis- 
tributed through the Urma food stores 
to a readership of about 38,000. 

Carrying Lestoil Day, Week and 
Month to the ultimate, during one 
week out of every two months for the 
next year WEHT will devote all of its 
unsold ID’s to Lestoil. 

It would seem, as Adell vice presi- 
dent Eskenasy phrases it, that Lestoil 
really came into Evansville and en- 
virons with a bang. 






well, 


they all 
have 
very high 
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Washington Memo 


FCC STRIKE-OUT. The Federal Com- 
munications Commission has been ad- 
vised to ask Congress for legislation 
making it a felony to file a “strike” or 
marginal application in anticipation of 
a pay-off by a competing applicant. 
That advice came from the group of 
men who would be expected to benefit 
least of all—the lawyers who file the 
applications. 

In a petition filed with the commis- 
sion as a comment on its proposed rule- 
making procedure to tighten the regu- 
lations against “strike” applications, 
the Federal Communications Bar Asso- 
ciation said that any applicant for a tv 
station who files without a “bona fide 
intention of building and operating the 
facility” should be made liable to 
prosecution for commitment of a felony. 

The FCC proposed to attack the ad- 
mittedly improper practice by requiring 
the dismissal with prejudice of all appli- 
cations for stations in hearing status if 
one or more of the applicants dismiss 
their applications upon payment of any 
consideration, or where competing ap- 
plicants agree to consolidate their in- 
terest in a single application. 

This, said the FCBA, doesn’t go far 
enough. For one thing, it said that the 
stipulation applies only to adversary 
proceedings and does not account for 
private agreements entered into before 
designation of hearing. 


LAWYERS OBJECT. The learned at- 
torneys said their objections actually 
could be summarized in four main 
points, although they stressed that they 
were in complete accord with the FCC 
in hitting at the common practice. The 
points: 

1. The changes proposed in the com- 
mission’s rules do not strike directly at 
the evil which they seek to eliminate, 
nor do they impose a sufficiently drastic 
sanction as a deterrent to the filing of 
“strike” applications. 

2. The proposed rule changes would 
not prevent or discourage abuse of the 
commission’s processes in adversary 
proceedings other than comparative 
broadcast hearing cases or by parties 
other than applicants for broadcast fa- 
cilities. The commission’s policy with 


respect to settlement of litigation by 
private agreement among the parties 
should be the same whether the settle- 
ment occurs before or after applications 
have been designated for hearing. 

3. The proposed rule changes would 
have the undesirable effect of foreclos- 
ing the opportunity of settling litigation 
between competing applicants in a man- 
ner and under circumstances where the 
public interest would be served thereby 
and where no abuse of commission 
processes would result. 

4. The proposed rule changes would 
be of doubtful legality because they 
would require the dismissal with preju- 
dice of an application, which is tanta- 
mount to a denial, without first afford- 
ing the applicant a hearing, as required 
under Section 309 of the Communica- 
tions Act. 


ITS RECOMMENDATIONS. The law- 
yers informed the FCC that the FCBA 
Canon of Ethics now makes it unethical 
for an attorney to file or prosecute an 
application for broadcast facilities if he 
has reason to believe that his client does 
not intend to construct and operate such 
facilities if his application is granted. 

That much out of the way, the FCBA 
then suggested that the FCC ask Con- 
gress to adopt legislation which would 
make it a felony “for any person to 
prosecute or cause to be prosecuted an 
application for broadcast facilities with- 
out having a bona fide intention of con- 
structing and operating such facilities.” 

The legislation, it went on, would 
likewise make it a felony to file a 
“strike” application for the sole pur- 
pose of blocking or delaying the grant 
of another application, even though the 
applicant has no intention of obtaining 
a pay-off or other consideration for re- 
moval of the conflict, or if agreement 
has been reached in advance to sell or 
assign the construction permit. 

The FCBA stated that it realized the 
proposed legislation went beyond the 
FCC’s proposed rule-making, but said 
that “if the commission is undertaking 
to come to grips with the problem of 
‘strike’ applications, it should not con- 
fine its remedial proposals to only one 

(Continued on page 105) 
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Wall Street Report 


LOEW RISE CONFUSING. There has 
been a steady climb in the price of 
Loew’s, Inc., which in the course of the 
last few months has risen to a high of 
$21.36 from a low of $12.87 per share. 
The reaction among Loew stockholders 
has been joy tinged with confusion, 
since it’s not clear to many of them 
whether the upsurge reflects an improve- 
ment in the company’s fortunes, or 
whether it is caused by a behind-the- 
scenes struggle over policy that may re- 
sult in a proxy fight. It’s equally confus- 
ing to report that both developments are 
taking place. 

Loew’s has had an exceptional box- 
office success in Gigi, and initial reports 
indicate that Cat on a Hot Tin Roof is 
zoing to be an equally profitable smash 
hit. This is good fortune for Joseph 
Vogel, who stepped into the Loew pic- 
ture at the peak of its management tur- 
moil two years ago after the exit of 
Nicholas Schenck, Dore Schary, Arthur 
Loew and a host of other MGM notables. 

But the emergence of two screen hits 
does not mean that the basic problem 
of the organization has been solved. 
It creates a temporary breathing spell 
for the Vogel management, but there 
remains the question of divorcement of 
the MGM production and distribution 
activities from the exhibition unit which 
is the theatre chain. 


LONG-TIME PROBLEM. This has been 
a long-standing problem and is the 
critical point in recent Loew’s history. 
It's the reason the Justice Department 
permitted this theatre company to con- 
tinue as an integrated organization long 
after the other motion-picture corpora- 
tions were forced to break up. It’s of 
interest to the followers of tv stocks 
because once the break-up is decided 
on, one company—possibly both—will 
reach out to television to strengthen 
their earning potential. This has been 
the pattern of the other major film- 
company break-ups. True, Loew’s al- 
ready has moved into the tv field but 
not on the major scale that United 
Paramount did, or National Theatres or 
Columbia Pictures, Warner Bros. or 
Twentieth Century-Fox. 


The issue of how the divorcement of 
the theatres and production unit will be 
carried out has been postponed several 
times previously. Now the Federal Court 
has set Aug. 31, 1959, as the deadline 
for the distribution of the stock of the 
theatre company to shareholders. The 
planned division of assets and liabilities 
must be approved by the court by May 
1959. This leaves approximately eight 
months for the management to make up 
its mind. The annual meeting of Loew 
stockholders will be next February. 
Thus, the differences within the com- 
pany must be settled within five months. 
However, if a proxy fight is to be waged. 
it takes a good three-to-four-month pe- 
riod to prepare and wage the war. That's 
why the present moment is critical. 


GREEN KEY FIGURE. The “strong 
man” in the Loew picture is L. Green 
of the Wall Street brokerage firm of 
Stryker & Brown. Mr. Vogel is in part 
responsible for having brought Mr. 
Green into the Loew picture 18 months 
ago as a counterweight to Joseph Tom- 
linson, the Canadian who had been the 
largest individual stockholder in Loew’s 
and had become dissatisfied with its 
performance. Mr. Tomlinson, although 
justified in many of his complaints, lost 
ground in the battle because he became 
identified with the “sore loser’s cause” 
in the company. 

Mr. Green represents a different situ- 
ation. An experienced, professional in- 
vestor, he is looking at Loew’s from a 
different perspective than its manage- 
ment and than previous big investors. 

Mr. Green wants to reverse the con- 
ventional pattern of divorcement. Just 
what type of final structure would 
emerge is uncertain. But generally it 
appears that Mr. Green would have the 
major surviving unit be the theatre 
chain, integrated with the foreign-the- 
atre holdings, record and music pub- 
lishing operations. This would leave the 
studio and distribution facilities in a 
relatively minor position primarily be- 
cause it would not give it owned the- 
atres abroad. Twentieth Century, Para- 
mount and Warners kept their foreign- 
owned theatres after the break-up. The 


Green approach cuts at the emotional 


heart of the company, since it would 
put the famed MGM studios in a posi- 
tion similar to that of the lesser com- 
panies of Universal or Columbia. 


SELL-LEASE PLAN. Mr. Vogel, of 
course, is opposed to this general ap- 
proach. One of the Vogel board, Ira 
Guilden, reportedly has proffered an- 
other plan which would call for the film 
company to sell the theatres and then 
lease them back again to the company. 
Whether the Department of Justice 
would agree to this approach remains 
to be seen. 

In the final outcome, it is acknowl- 
edged that Mr. Vogel may have a large 
amount of public and uninformed stock- 
holder support for his position. Yet the 
belief is strong in Wall Street circles 
that Mr. Green has the muscle. Those 
shares which are still in the hands of 
the big investment banking houses, cou- 
pled with those that Mr. Green acquired 
and the remnants of a group that were 
opposed to the old reign and anyone 
associated with it, would give Mr. Green 
a commanding position at the start of 
any fight. Mr. Vogel has no large stock- 
holder group in his corner at the outset. 

At the last report for the 40-week 
period ending June 5, 1958, Loew’s re- 
ported earnings of 15 cents per share on 
the 5,336,777 shares outstanding. No 
comparison with the previous year's 
earning is possibie because of a series 


of accounting changes made last year. 
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Reader’s Service 


Television Age 


444 Madison Ave., New York 22, N. Y. 


Please send me reprints (25c each, 
20c in lots totalling 10 or more) of 
the Product Group Success Stories 
checked: 


Number of copies 
Auto Dealers (66 case histories} 
Bakeries & Bakery Products (12) —— 
Banks & Savings Institutions (19) —— 
Beer & Ale (42) — 
Candy & Confectionery Stores (16) —— 
Coffee Distributors (16) aa 
Cosmetics & Beauty Preparation (29) —— 


Cough & Cold Remedies (12) 
Dairies & Dairy Products (26) 
Department Stores (37) 

Drugs & Remedies (36) 

Dry Cleaners & Laundries (10) —— 
Electrical Appliances (24) --- 
Electric Power Companies (16) — 
Farm Implements & Machinery (12) —— 
Furniture & Home Furnishings (15) —— 
Gas Companies (11) — 
Gasoline & Oil (28) — 
Groceries & Supermarkets (23) ——— 
Hardware & Building Supplies (17) —— 
Home Building & Real Estate (14) —— 
Insurance Companies (14) — 
Jewelry Stores & Manufacturers (22) —— 
Men’s Clothing Stores (18) od 
Moving & Storage (26) -_— 
Newspapers & Magazines (20) oo 
Nurseries, Seed & Feed (12) — 
Pet Food & Pet Shops (12) cae 
Restaurants & Cafeterias (22) — 
Shoe Stores & Manufacturers (18) —— 
Soft Drink Distributors (16) — 
Sporting Goods & Toys (24) — 
Telephone Companies (10) — 
Television & Radio Receivers (14) —- 
Theatres (24) — 
Tires & Auto Accessories (12) = - 
Travel, Hotels & Resorts (15) —- 
Weight Control (12) a 
Women’s Specialty Shops (14) — 


Name __ 
Company _ : = — 
Position ee 

Address __ oe ee 


City 3.) ee 





RIS a es ee 


0 Bill me 
0 I enclose payment 


(C0 Please enter my subscription for TELE- 
VISION AGE for one year at $7. As a 
premium I will receive a copy of the 
Source Book of Success Stories which 
includes the second 15 of the above 
Product Groups. 








The case of 


advertiser 





Every television salesman has a few prospects who 
should be customers but who, for one reason er 
another, won’t try the medium. Some of these 
merchants and distributors have never used tv. 
Others were victims of poorly planned or badly 
executed campaigns. 


For prospects like this you couldn’t ask for a 
better convincer than the one TELEVISION AGE 
is offering. Our exclusive series of product group 
success stories includes literally dozens of actual 
experiences in television by firms in every busi- 


ness group. 
One of these product group stories will fit your 


reluctant prospect— it may well be the convincer 
you need to make that sale. 


Product group stories available in reprint 
form are listed on the order blank on this page. 
Fill it out and return it today. 


the reluctant 








TELEVISION AGE 


s far as total volume of spot dol- 
lars is concerned, it looks like this 
month is going to be one of the best 
(if not the best) months in video his- 
tory. 

It's no secret that timebuyers and 
representatives have been virtually in 
constant touch during the past weeks. 
Hardly had the relative calm of sum- 
mer ended when buyers began decrying 
the lack of suitable availabilities. 

“We'll certainly be surprised if Oc- 
tober isn’t a record month,” said Vice 
President John Sias at Peters, Griffin, 
Woodward, Inc. “Buying started a lit- 
tle late this season, but the volume dur- 
ing the first weeks in September was 
tremendous.” 

Mr. Sias noted an important point 
in that the huge total figures are mis- 
leading when applied to individual sta- 
tions in some cases. “In many mar- 
kets,” he said, “there are now several 
stations where possibly only one or two 
Although 
money might be spent in such a mar- 


existed previously. more 
ket than before, it is being divided 
among the stations, and each station’s 
share would not necessarily mean any 
records.” 

At Edward Petry & Co., tv sales man- 
ager Ted Page stated that if October 
doesn’t break any records, “it looks 
like a real healthy month.” As the issue 
went to press, he said the only avail- 
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a review of 
current activity 
in national 
spot tv 


abilities that hadn't started moving to 
a great extent were 20’s and ID's in 
AA time. “They're obtainable on just 
about any station in any market,” he 
said, but indicated a belief that as buy- 
ers realized good minute slots were un- 
available, the shorter times would be 
picked up. 

The heightened activity was not 
credited by Mr. Page to an increased 
number of advertisers using tv spot. 
“While we have new advertisers,” he 
said, “there’s been a change in the buy- 
ing patterns of the major companies. 
The former long-term, 52-week boys 
are not around as before. Instead, 
they re buying short campaigns during 
certain months, and often using heavy 
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J 
Zz 
Formerly with ktsM-tv El Paso, Jack 
R. Elliott has joined the tv-radio de- 
Maitland & Asso- 


ciates, Inc., Pittsburgh agency. 


partment of Vic 





REPORT 


saturation schedules.” 

Arthur Sherin, sales manager at 
Avery-Knodel, Inc., also indicated an 
October boom, with the cause laid to 
the opening up of recession-locked 
budgets and additional money going 
into smaller markets. Tightening of 
network and agency rules on triple- 
spotting and length of spots between 
programs helped to influence the small 
amount of minutes available, he said. 

“I believe advertisers with major na- 
tional budgets are missing their best 
bet.” Mr. Sherin stated, “in not using 
more ID announcements as reminders. 
There are plenty available, both day 
and night; they have been proven to 
have good impact; and they're very 
cheap, with 15 ID’s obtainable for $150 
in many markets. For advertisers like 
Coca-Cola, Pepsi-Cola and such names 
with full-scale campaigns, ID’s are nat- 
urals and they can be bought.” 
ALDON INDUSTRIES, INC. 
(Cayton, Inc., N. Y.) 


At issue date, spot schedules are getting 
under way for eight-week runs in the top 
10 markets for this maker’s skill games 
and plastic cut-out dolls. Minutes will run 
in afternoon kid programs, primarily film, 
but possibly some live where strong 
personalities are available. It’s company’s 
first tv push. Hy Crandall is the timebuyer. 


AMERICAN CHICLE CO. 


(Dancer-F itzgerald-Sample, Inc., N. Y .) 
As expected, DENTYNE is back in its 


October 6, 1958, Television Age 79 





ARB City-By-City Ratings for August 1958 


ATLANTA CLEVELAND COLUMBUS, O. 
3-Station Market 3-Station Market 3-Station Market 
TOP SYNDICATED FILMS TOP SYNDICATED FILMS TOP SYNDICATED FILMS 

















1. Highway Patrol (Ziv) waGa-Tv Fri. 7:30 ...19.8 1. Sea Hunt (Ziv) waw-tv Thu. 9 .. : 22.0 1. Death Valley Days (U. S. Borax) 
2. Big Story (Official) wWaGa-TV Sat. 10:30 18.6 2. Sheriff of Cochise (NTA) Kyw-tv Wed. 7 31.3 WSNS-TV Sun, 9:30 34.5 
Whirlybirds (CBS) wsp-tTv Wed. 7 15.5 3. Union Pacifie (CNP) Kyw-Tv Wed. 10:39 20.2 2. Highway Patrol (Ziv) wWBNs-TV Tue. 16:30 24.7 
4. Amos ‘n” Andy (CBS) wsn-tv M-F 6 14.2 4. State Trooper (MCA) Kyw-Tv Tue. 9:30 19 s and Saddles (CNP) wWBNs-TVv Sat. 10:30 .20.7 
5. The Honeymooners (CBS) wsn-tv Fri. 7 1] 5. Silent Service (CNP) waw-tv Sat. 10:30 19.2 Sea Hunt (Ziv) weNs-Tv Thu. 8 18.2 
6. Popeye (AAP) wsp-tTv M-F 5:30 11.3 3. Highway Patrol (Ziv) waw-tv Fri. 10:30 ..19.0 5. 26 Men (ABC) wiw-c Wed. 10:30 17.4 
7. Sheriff of Cochise (NTA) wss-tTv Tue. 7 11.4 7. The Honeymooners (CBS) Kyw-Tv Tue, 10:30 .18.5 6. Whirlybirds (CBS) wrvNn-tv Thu. 7 15.9 
8. Studio 57 (MCA) waGa-Tv Tue. 16:30 10.6 8. Harbor Command (Ziv) Kyw-Tv Sat. 10:30 ..16.1 7. Mike Hammer (MCA) wtvN-Tv Fri. 9:30 15.3 
9%. Casey Jones (Sereen Gems) WAGA-TV Mon. 7 10.1 %. Popeye (AAP) Kyw-tv M-F 5:30 oe 15.9 8. The Tracer (MPA-TV) wtvN-tTv Fri. 8:30 15.1 
16. Boots and Saddles (CNP) waGa-tv Thu. 7 8.9 10. Judge Roy Bean (Screen Craft) Kyw-Tv Thu. 7.14.0 ». Amos ’n’ Andy (CBS) wens-tv M-F 6:30 13.5 
11. Popeye (AAP) wsr-Tv Sun. 3 8.7 11. San Francisco Beat (CBS) waw-tv Thu. 8:30.11.2 1%. Silent Service (CNP) wtvN-Tv Thu. 10:30 12.1 
12. Gray Ghost (CBS) waGa-tTv Wed. 7 8.4 11. Death Valley Days (U. S. Borax) 11. Topper (Telestar) wrvN-Tv M-F 12:30 . 12.0 
12. Sea Hunt (Ziv) wse-Tv Wed. 10:30 .... - 8.4 KYW-TV Thu. 10:30 A eS ne oe 11.2 12. The Honeymooners (CBS) WeNs-TV Sat. 7 ..11.5 
Joe Palooka (Guild) wiLw-a Sat. 12 8.4 12. Waterfront (MCA) wews Fri. 10:30 séocesneen 13. Badge 714 (CNP) weNs-tTv Thu. 7:30 . 10.7 
Badge 714 (CNP) waGa-tv Tue. 7 8.0 13. Mr. Distriet Attorney (Ziy) Kyw-TV Mon. 7 10.5 14. Harbor Command (Ziy) WTvN-Tv Fri, 10:30 ..16.5 
14. Kit Carson (MCA) wews Sun. 6:30 ee 16.4 15. My Little Margie (Official) weNs-TvV M-F 1 .6 
TOP FEATURE FILMS 
+45 7 ~ + 
1. MGM Playhouse wsz-Tv Sun. 1-3 p.m 1.9 TOP FEATURE FILMS TOP FEATURE FILMS 
2. Sunday Matinee wsB-Tv Sun. 4-5:30 7 8.8 1. Academy Award Theatre 
3. Armchair Playhouse wsp-Tv Sat. 5-7 p.m 8.7 arw-ry Sun. 10-30-1 am 23.0 1. Lex Mayer's Theatre WIVN-TV Sun. 10-12 m. .19.4 
4. Armchair Playhouse wsB-Tv Tue. 1-2:30 p.n 8.4 2. Heme Theatre Exw-tv Set. 11:15-1:30 am 15.5 2. Armehair Theatre WeNS-TV Mon. 11:15-1 a.m 
5. Armchair Playhouse wsp-rTv Thu. 1-2:30 p.» 7.8 Se ae 2. Gold Cup Theatre WLw-c Sat. 11:15-1:30 a.m. 11 
KYW-TV Mon. 11:15-1:15 a.m ve" -- 14.0 Seek Meliyweed wrve-ze Sat. 8-500 Om “a 
TOP NETWORK SHOWS 1. Best of Hollywoed a ee 
Kyw-Tv Wed. 11:15-i:15 a.m ° 2 
1. Gunsmoke WAGA-TV . eeeecee 46.0 5. 6 O'Clock Adventure Kyw-Tv Tue. 6-8 p.m 12.6 TOP NETW ORK SHOW Ss 
2. Have Gun, Will Travel WAGA-TV . 2 33.2 “ N Q 
ee i TOP NETWORK SHOWS 1. Gunsmoke wENs-Ty 4 
4. G.E. Theatre WAGA-TV 4 » " . 2. Real McCoys WTvN-TV 13.3 
5. Wagon Train wsp-Tv oes 04 1. Gunsmoke WJW-TV 35.1 I've Got a Secret WENS-TV 7.0 
6. estless Gun WwsB-Tv “ z 2. Father Knows Best KYw-TV 2.2 Wyatt Earp wTvN-Tv 36.2 
7. What’s My Line WaGa-Tv 26.5 Real McCoys wews 29.9 _ ee eee 15 
8. Father Knows Best wse-Tv - ° 1. I've Got a Secret waw-Tv 37 Millionaire weNs-TV 3.9 
8. Schlitz Playhouse waca-Tv i Wagon Train KYW-1' 26.8 7. Have Gun, Will Travel wexs-7 1.0 
). I've Got A Secret waca-Tv a . It Could Be You KYw-Tv 25.5 8. G.E. Theatre WENSs-TVv 29.7 
». Twenty-One WSB-TV = 7. Playheuce 90 waw-tTv 34.2 9. Sugarfoot WTVN-T\ 29.6 
8. Price is Right KyYw-Tv 5 a ° 24.1 6. Broken Arrow WTVN-TV 29 


‘Tove Gun, Will Travel waw-tv 


WEST TEXAS TELEVISION NETWORK eee Berens 
MIAMI 
MADISON 3-Station Market 


3-Station Market TOP SYNDICATED FILMS 
TOP SYNDICATED FILMS 

















Whirlybirds (CBS) wrvs T 7:30 28.4 

1. Whirlybirds (CBS) wisc-tTv Wed. 9 ..... 24.9 2. State Trooper (MCA) wWTvs Mon, 9:30 28.1 

2. Sea Hunt (Ziv) wisc-Tv Sat. 9:30 23. Sea Hunt (7 WT Fr ra 26.3 

Harbor Command (Ziy) wisc-Tv Tue. 9:30 22.5 i. Harbor Command (Ziv) wrvs Fri. 7:30 22.2 

4. 26 Men (ABC) wisc-tv Sun. 9:30 a 19.7 5. The Honeymooners wcK Sa 7 2 

Union Pacific (CNP) wisc-Tv Wed. 9:30 19.5 Search for Adventure WTvs Sur 6 20.2 

6. Decoy (Official) wkow-Tv Sur 9-30 17.7 7. Medie CNP) wtv 7 16 

State Trooper (MCA) wisc-Tv Sat. 8 15.8 8. Boots and Saddle CNP) w Sat. 7 19.9 

8. Popeye (AAP) watv M-F 5 12.3 9. 26 Mer ABC) wekT Thu. 7 18.5 

». Popeye (AAP) wav Sat. 8:30 a.m 11.5 ®. Sheriff of Cochise (NTA vCk Tue. 7 17.7 

10. Gray Ghost (CBS) wkow-tTv Tue. 8:36 10.5 Frontier De H-T w Sat. 6:30 17.6 

Sheriff of Cochise (NTA) WKOW-TV Wed. 8:30 9.7 2. Decoy Officia WC Tue 0:30 17.4 

Ll. Popeye AAP) watv Sat. 6 i Kingdom of e Sea (G WCKT Tue. 7:30 7.1 

12. Heckle and Jeckle (CBS) wisc Sat. 9 4. Sil S ce CNP wTV We 7 4 

1 Men of Annapolis (Ziv) wmtv Tue. 9:30 8.7 ». Gray Gl CBS : W 7 4 

l 0. Henry Playhouse (Gross-Krasne) 
saaatie be rs cues ¥ TOP FEATURE FILMS 
TOP FEATURE FILMS Humphrey Bogart Theatre wrv 

Sun. 5-6:30 p.m 21.7 

1. Fanfare wkow-Tv Sat. 9-11:45 p.m 2. Errol Flynn Theatre wrvg Sun. 2:30-4:30 p.m. 19.5 

2. Theatre 3 wisc-TvV Mon. 10:30-12:30 a.m Movie 1 wckT Thu. 5-6:30 p.m 19.8 

Theatre 3 wisc-Tv Sat. 11-1 a.m 12.7 4. Movie 7 wcKT Tue. 5-( ® pn 18.7 

4. Theatre 3 wisc-TvV Wed. 10:15-12 m. . «213.3 >. Movie 7 wekKT Fri, 5-6:30 p.m . 17.9 

4. Fanfare wkKOow-Tv Sun. 2:30-5 p.m. ... 12 


KDUB-TYV TOP NETWORK SHOWS TOP NETWORK SHOWS 
LUBBOCK, TEXAS 


a, Pe GR OG WH. hc devacosvecdteccel 38.4 1. Gunsmoke wTvs . ‘ 16.0 

K Pp A a es T Vv 2. Gunsmoke Wuisc-TV _ ; 29 2. Perry Mason wrtvs ‘ 41.5 
. 3. Alfred Hitchcock Presents W1Isc-TV .... 26.2 3. I Love Lucy wrvs oes 60 SS.8 
ABILENE - SWEETWATER 4. The Millionaire wisc-Tv 1. G.E. Theate wtvs ‘ 32.8 
5. To Tell the Truth wisc-Tv Have Gun, Will Travel wrvs 8 








KEDY-TV 
. Have Gun, Will Travel wisc-Tv 


BIG SPRING, TEXAS eel 


Wagon Train WCK1 





Sullivan W1Isc-TV 23.0 6. Tales of Wells Fargo wcKt ..31.0 
8. Studio One in Hollywood wisc-tv 22 7. Restless Gun wcKt o- - 80.8 
DD Hesep Diese WHR EV wc vlksecnscoss 22.2 8. Alfred Hitchcock Presents wtvs 30.1 
16. GLE. Theatre wise-tTv ; ee i 21.7 9. Wyatt Earp wPpst-tv 10.0 
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&, ia Sa a ‘ = J ce wae Se | 
...amportant in the home 


Made by L. C, Smith & Corona, one of the 950 manufacturing companies located in the Syracuse area, 
this portable plays an important part in American homes from school age to old age... 

Just as WHEN-TV viewing at every age plays.an important part in almost every Syracuse home. 
To make your product an important part of Syracuse and Central New York, place it on 

WHEN-TV view. A call to the Katz Agency or WHEN-TV commercial manager, Fred Menzies, 

will put it in the spotlight. 


A Meredith Radio & Television Station affiliated with 
Better Homes & Gardens and Successful Farming Magazines. 


KCMO KCMO-TV KPHO KPHO-TV KRMG WOW WOW-TV 
Kansas City Phoenix Tulsa Omaha 
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ARB City-By-City Ratings for August 1958 


Serving More MINNEAPOLIS-ST. PAUL SAN FRANCISCO 
. 4-Station Market 4-Station Market 
Advertisers TOP SYNDICATED FILMS TOP SYNDICATED FILMS 








Death Valley Days (U. S. Borax) 1. Dr. liudson’s Secret J: urnal (MCA) 
woco-Tv Sat. 9:30 . eee 20.3 KPIX Sat. 10 19.8 
2. Studio 57 (MCA) KsTP-TV Wed, 9:30 . 19.1 2. Decoy (Official) KPix Tue. 9:30 ; 17.2 
3. State Trooper (MCA) KSTP-TV Tue. 9:3 18.7 . . . * 
than any rebdal-ia 4. Harbor roel (Ziv) wstTp-tv Thu 16.7 8. Dan Papal Ree ee) ee eee _ 
5. Highway Patrol (Ziv) KsTP-TV Thu. 10:30 15.6 i. Sea Hunt (Ziv) Knon-Tv Tue. 7 16.8 
Tale tt: lak: bes 6. Sheriff of Cochise (NTA) KSTP-TV Sat. 10:30 .13.6 5. The Honeymooners (CBS) KRON-TV Thu. 7 13.1 
7. Mike Hammer (MCA) weco-Tv Tue. 9:36 13.0 6. Big Story (Official) KRroN-TV Mon. 7:30 12.9 
TV Ee: were). 8. Mr District Attorney (Ziv) 7. Science Fiction Theatre (Ziv) 
KSTP-TV Wed. 10:30 . = 2.2 KRON-TV Thu. 6:20 12.2 
9. Badge 714 (CNP) kKstp-tv Tue. 10:30 ....11.6 8. Mike Hammer (MCA) KPON-vV Wed. 10:34 ..12.6 
10. Whirlybirds (CBS) KsTP-Tv Sun. 9:30 .. 10.2 9. Highway Patrol (Ziv) KRON-TV Tue. 6:30 11.8 
11. The Honeymooners (CBS) weco-tv Fri, 6:30 .10.0 . . e 
ab Sane 6400) Sccoes Soe 5:80 ie 97 10. Kingdom of the Sea (Guild) KRON-TV Mon. 7 .11.3 
13. Sea Hunt (Ziv) wren-tv Tue. 9 ‘ 8.3 11. Dial 999 (Ziv) KRon-rv Tue. 1:30 ; a0.8 
WT | I -TV 13. Jeff’s Collie (TPA) WTCN-TV Mon, 6:30 .... 8.3 12. Vietory at Sea (CNP) KTVU Sat. 7:30 9.2 
Ch 14. San Francisco Beat (CBS) 12. Popeye (AAP) KRON-TV M-F 5:15 . 9.2 
. KMSP-TV Mon. 8:30 : ee 7.9 13. Boots and Saddles (CNP) KGo-TV Mon, 7:36 $.9 
14. Search for Adventure (Bagnall) Krpix Wed. 6:30 8.5 
TOP FEATURE FILMS 
TOP FEATURE FILMS 
1. Movie Spectacular wTrcn-Tv 
Fri, 9:45-11:30 p.m. ..... . 14.9 1. Movie Time KRON-TV Sun. 5:30-7 p.m, . 15.6 
2. Movie Speciacuias wTCN-TVY Wed. 16-12 m 12.8 2. Majer Movie Knen-Tv Fri, 10-12:15 aca 13.7 
3. Movie Spectacular wrcn-Tv Mon. 9:45-12 m 11.9 : 
6. Year 9 G@ileck Metis Ekear-es 3. MGM Presents KGO-TV Sun. 9-11:30 p.m 13.2 
Thu. 9-10:45 a.m : . 9.4 4. Big Mevie KPix Wed. !16-12:30 a.m 11.9 
5. Movie Spectacular wrcn-Tv 5. Fabulous Features KPIx Sun, 5:30-7:30 p.m 11.4 
Sun, 9:45-11:30 p.m : 8.0 


CBS-ABC-NBC 5. Movie Spectacular wrcn-TV Tue. 9:45-12 m 80 TOP NETWORK SHOWS 
(251,970 TV HOMES) 








TERRE HAUTE TOP NETWORK SHOWS 1. Gunsmoke KPIX ; 31.0 
2 ave Gun, W Tra ‘ af 
INDIANA , Have un, Will Travel KPIXx 4 
1. I've Got A Secret weco-Tv 28.0 }. Twen'y-One KRON-TV 
2. Gunsmoke woco-Tv -27.2 4. Tales of Wells Fargo «RoNn-TV 26.8 
3. What’s My Line weco-tv .27.0 . . 926 
‘ 5. Best of Groucho KRON-TV 23.6 
% Except, of course, Indianapolis 4. I Love Lucy weco-tv 25.2 ¢ Wt Sec See 93.9 
5. Father Knows Best KsTP-TVv 24.8 ec einger aNes a 
BOLLING CO.,NEW YORK, CHICAGO 6. Ed Sullivan weco-tv 21.9 7. Wagon Train KRON-TY 23.0 
LOS ANGELES, SAN FRANCISCO, BOSTON 7. Alfred Hitchcock Presents weco-Tvy 20.9 7. Maverick KGO-TV 23.0 
8. To Tell The Truth weco-tv 20.3 8. Sugarfoot KGO-TV 
9. Tales of Wells Fargo KsTP-Tv 19.3 9. Broken Arrow KsGo-TV 
16. Suspicion KSTP-TV P 18.9 
16. $64,000 Challenge weco-Tv 18.9 
} 
} 7 ~ 1m I . 
WASHINGTON, D. C. 


SEATTLE-TACOMA ___ 4-Station Market 
SR ietten Widen TOP SYNDICATED FILMS 


TOP SYNDICATED FILMS 










1. Gray Ghost (CBS) wrop-tv Sat. 10:30 coc keue 

‘ 2. 26 Men (ABC) wMaL-Tv Sun. 6:30 . .-14.8 

: Highway Patrel (Ziv) KoMO-Tv Thu. 7 24.8 3. Highway Patrol (Ziv) wrop-tTv Sat. 7 ovecken 

Shee Teles Thee OE, Danes Martin Kane (Ziv) wre-tTv Wed. 10:30 13.5 

“Let's run KOMO-TV Thu. 8 nr Wee ..22.3 : — . sete ; nese me? 

4 3. Mike Hammer (MCA) KING-TV Wed. 10 ....19.6 5. Mike Hammer (MCA) whe-Tv Tue. 10:30 13.3 

this up 4. Sheriff of Cochise (NTA) KING-TV Sat. 9 18.4 6. Science Fiction Theatre (Ziv) 

the flag pole...” 5. Sea Hunt (Ziv) KING-TV Wed. 7:30 . 17.5 WMAL-TV Sun. 6 12.6 

2 §. Search for Adveature (Bagnall) 7. Harbor Command (Ziv) wWMAL-Tv Fri. 10 . me 

hea i d d } KING-TVY Mon. 7 . ° ‘ rere is ®. Sea Hunt (Ziv) wMaL-tv Fri. 10:36 11.9 

° oa —" oo 14 (ChE) Eme-ty Bri. 1¢@ ... 15,4 ¥. Sheriff of Cochise (NTA) wne-Tv Thu. 7 11.5 

. ae : roe gone yin evey aon =<a9 a5 1¢. Silent Service (CNP) wWMaAL-1¥ Sun. 7 . 11.1 

salute!” ® wee “dhe ey ny, tng Fre , oe9 11. Kingdom of the Sea (Guild) wre-tTv Sun. 5 10.4 

j KOMO-TV Tue. 6:30 : a 14.0 12. Studie 57 (MCA) wrort-tv Tue 10:36 $8.2 

eli | 19. Big Story (Ofcia!) Kino-Tv Thu 3 13.4 13. Topper (Telestar) WMAL-TV Sun, 9 7.3 

— il. The Hereymecners (CBS) KING-TV Sun, 6:30 12.1 14. State Treoper MCA) WMAL-TY Tve. 10 7.1 

America’s No. 1 Network, NBC, and Buffalo’s Decoy (Omcial) KING-TV Tue. 10 eee 12.9 15. Decoy (Official) wrop-Tv Tue 7.0 
3. Dial 999 (Ziv) KrRo-TV Sat. 9:30 - 13.6 


No. 1 station, WGR-TV, have joined forces to ae dah Ga at se a 2.¢ 
offer advertisers and viewers the best in TV : Se ee eres oe P2333 TOP FEATURE FILMS 


in the nation’s 14th market. 
TOP FEATURE FILMS 


@ Top NBC-TV Network Programming 1. Giant Playhouse wrrG Sat. 10:30-12:15 a.m. .13.0 
... A huge. untapped audience will now see, tt ae ; = - ris 2. Early Show wror-ty Tue. 5-6:20 p.m 7.8 
for the first time, Dinah Shore, Perry Como, 32 Sete cere MIWOES, SHR. BAF 539 Bee. 2.18.2 3. Safeway Theatre WMAL-TV 

Bob Hope, Milton Berle, and many others. a Se eee Sst. 10:30-12:15 a.m 7 
Also available are NBC color, NBC specials, : ——- is - Lo =e 2 8 a thei teed Souctbvee Gan: 300-4 ce me 
NBC public service . .. because NBC is now . Bucci c ov . *. = 4 m - : Aedes Sina iealinden tine. neal ents a 
WF in Buttle. 1. All Star Movie KTN1-ty Mon. 10-12-30 a.m. .11.4 


Contact Peters, Griffin and Woodward for 
availabilities on WGR-TV—now NBC! TOP NETWORK SHOWS 
TOP NETWORK SHOWS 


WGR -_ 1. Gunsmoke WTOP-TY ° ° 35.6 
~ ¥, 

1. Maverick KING-TY 4 341.8 2. Alfred Hitchcock Presents wror-7v 30.7 

NBC CHANNEL 2 2. Real MeCoys KING-TV 3. Twenty-One wre-Tv 29.6 

BUFFALO 4. Ozzie an? Harriet KIN 3-TV 3. Welk’s Dancing Party wmat.-T1 25.9 

¢ Tombstone Territory KING-7Tv 5. What’s My Line wror-1v 25.1 

». Price is Right KoMo-TV ee. : * soo 

SYMBOL OF SERVICE ®. Dismeviend xIx0-41 §. Have Gun, Will Travel wror-'tv 24.3 

7. Tales of Wells Farge KoMOo-1T1 6. Maverick WMAL-TYV 24.3 

A TRANSCONTINENT STATION AY vee Starman ceaate ig i ee ye 064 

WROC-TV, Rochester, N.Y. « WSVA, WSVA-TV, Harrisonburg, Va 8. Bob Cummings KoMo-Tv 7. GE. Theatre wror-tv 24.0 

WGR, WGR-TV, Buffalo « WNEP-TV, Scranton Wilkes-Barre 9. Welk’s Dancing Party KING-Tv 8. People’s Cheice wre-TV “ 23.2 
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Fall River 
New Bedford 
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THINGS YOU SHOULD KNOW! 


@ 5 of the 10 leading agricul- 
tural counties in Illinois lie 
in WREX-TV land 


5 of the 10 leading agricul- 
tural counties in Wisconsin 
lie in WREX-TV land 


20 of the 400 leading agri- 
cultural counties of the na- 
tion... lie in WREX-TV land 


(Source: May ‘57 Sales Management) 


Represented by 
H-R Television, Inc. 


WE. s Vv 


rte | x | ROCKFORD 








NO GAMBLE 


IN LAS VEGAS 
KSHO-TV Offers 


A Money-Back 
Guarantee! 


18h 


Increase To All 


FOOD ADVERTISERS 


Station Reserves the right to refuse any 
product 


Contact: 


FOR JOE & CO. 


New York—Chicago 
San Francisco—Los Angeles 


KSHO-TV 


on the 4 hanne/ 


EL RANCHO VEGAS 
LAS VEGAS, NEVADA 
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Caught out in the open air, New York and Chicago agency folk relax at Michigan’s 
famed resort, Mackinac Island, after a tour of the Flint-Bay City-Saginaw-Midland 
market, courtesy of Gerity Broadcasting and WNEM-TV Bay City. In front of the 
Island’s Grand Hotel are, |. to r.. Warren Bahr, Young & Rubicam, New York; 
Armella Selsor, North Advertising, Chicago, and Tom Comerford, Y&R, New York. 
At right, Hope Martinez, BBDO; Frank Gromer, Foote, Cone & Belding, and Inez 
Aimee, Norman, Craig & Kummel (all New York) investigate the souvenir situa- 
tion. The guests were flown by chartered plane from New York and Chicago for 


the two-day junket. 


customary markets, with schedules starting 
last week to run through the end of the 
year. Night minutes are used. Jim Kearns 
is the timebuyer. 


BAKERS’ FRANCHISE CORP. 
(Emil Mogul Co., Inc., N. Y.) 

LITE DIET bread’s fall campaign kicked 
off the first of this month on 30 stations in 
the same markets used throughout the rest 
of the year. Minutes and 30-second spots 
will run for 13 weeks. Lynn Diamond is 
the timebuyer. 

BOURJOIS, INC. 

(Lawrence C. Gumbinner, Inc., N. Y.) 
Schedules of minutes will go in about 110 
markets the first week in December for 
EVENING IN PARIS gift boxes. 
Placements will run just the three weeks 
before Christmas. Anita Wasserman is the 
timebuyer. 


CAMPBELL SOUP CO. 

(BBDO, N.Y.) 

Holes in the ABC-TV network line-up for 
The Donna Reed Show have resulted in 
about 20 markets receiving spot schedules 
for CAMPBELL’S soups as supplements. 
The placements are for 52 weeks. Hal 
Davis is the timebuyer. 


H-R Expands 
Effective Oct. 6, H-R Represent- 
atives and H-R Television, Inc., 
have moved from their Madison 
Avenue location to new and larger 
quarters in the Seagram Building, 
375 Park Avenue. Offering twice 
the floor space of the firms’ present 
office, the 21st floor of the Sea- 
gram building has been leased by 
H-R on a long-term basis. The 
move represents the third time in 
their eight-year history that the 

companies have expanded. 


CHESEBROUGH-POND’S, INC. 
(Compton Adv., Inc., N.Y.) ° 

Some spot activity on a rather limited 
scale, according to William Cook, Pond’s 
brand manager, will be coming up shortly 
for ANGEL SKIN. The product has been 
only on network shows previously. Pete 
Fulton is the timebuyer. 


CHESEBROUGH-POND’S, INC. 
(McCann-Erickson, Inc., N. Y.) 

The end of this month will see six-week 
schedules of night minutes start in 113 
markets for VASELINE hair tonic. 
Broadcast supervisor William Pellenz is 
the contact. 


COLGATE-PALMOLIVE CO. 
(Lennen & Newell, Inc., N. Y.) 
Schedules for AD are being hypoed in 
about 20 of the 50 markets it’s using to 
the end of the year. Day and night minutes 
are used, with some 20's. Sally Reynolds 

is the timebuyer. 


COLGATE-PALMOLIVE CoO. 
(McCann-Erickson, Inc., N. Y.) 

The first schedules for AJAX from this 
agency since it took over the account from 
Bryan Houston were being set in selected 
markets at press time. Daytime minutes 
will run. Murray Rosis, assisted by Tom 
Hollingshead, is the timebuyer. 


CONTADINA FOODS 
(Cunningham & Walsh, Inc., 

San Francisco) 

The New York market saw heavy schedules 
of minutes start the first of this month on 
WNEW-TV and wrca-tv for CONTADINA 
tomato paste. Placements are for eight 
weeks, with a total of 360 spots to be used. 
Jerry Gilley, assistant media director, is 
the contact. 


COSMOPOLITAN DOLL & 

TOY CO. | 

(Regal Advertising, Inc., N. Y.) 

Joining the pre-Christmas tv promotion 
parade is this company’s GINGER dolls. 
Schedules of minutes in 5-6:30 p.m. kid 
programs start Oct. 13 in about 32 markets. 
Around 20 spots weekly will run til Dec. 
15. Charles Weigert, v. p., is the contact. 
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HAL ROACH STUDIOS 


COMMERCIAL DIVISION 


HAL ROACH JR., President 
S. S. VAN KEUREN, Vice-President & General Manager 
JACK W. REYNOLDS, Managing Director, Commercial Division 


8822 W. Washington Bivd., Culver City, California 
TExas 0-3361 





DINER’S CLUB 

(Cole, Fischer & Rogow, Inc., N.Y.) 
This credit-card operation experimented 
late last month with a New York purchase 
of some quarter-sections of the pro football 
games over WRCA-TY. At press time, definite 
results weren't in, and any further spot 
plans were in abeyance. Media director 
Arthur Fischer is the contact. 


DRUG RESEARCH, INC. 
(Kastor, Hilton, Chesley & Clifford, 
Inc., N. Y.) 

The first of this month was the starting 
date for the new schedules for SUSTAMIN. 
Mostly daytime minutes are used, some 
nighttime spots. Markets are New York, 
Los Angeles, Detroit, Philadelphia, Boston, 
Kansas City, Indianapolis, Milwaukee, 


Columbus, Minneapolis, Cincinnati, Chicago, 


Washington, Pittsburgh, Cleveland, 
St. Louis, Baltimore, Buffalo and Rochester. 
Beryl Seidenberg is the timebuyer. 


EMERSON DRUG CO. 

(Warwick & Legler, Inc., N. Y.) 

Noted here Aug. 11 as forthcoming, 
BROMO-SELTZER returned late last month 
to its usual 75 markets, and will run 
through the year in its customary 
frequencies. Joe Hudack and John Hughes 
are the timebuyers. 


ESSO STANDARD OIL CO. 
(McCann-Erickson, Inc., N. Y.) 
Placements of night 20’s and ID's will start 
this month on six-to-eight-week runs in 
about 10 markets for UNIFLOW motor oil. 
Sy Goldis is the timebuyer. 


EX-LAX, INC. 

(Warwick & Legler, Inc., N. Y.) 

In a continuation of the company’s usual 
schedules, placements of minutes, 20’s and 
ID’s have been set for 13 weeks in the top 
15 markets. John Hughes is the timebuyer. 


J. Hi. FILBERT, INC. 

(SSC&B, Inc., N. Y.) 

The usual fall push for MRS. FILBERT’S 
margarine will run in the company’s usual 
markets on six-week schedules. Daytime 


minutes are used. Don Ross is handling the 


buying on the agency's last campaign 
before the account moves to Young & 
Rubicam in January. 





Program Profile . . . . avrrep HITCHCOCK PRESENTS 


Film; CBS-TV ; 9:30-10 p.m. EDT Sun. 
Opposite The Chevy Show (NBC-TV ), 
Damon Runyon Theatre (ABC-TV ). 
On television since October 1955. Host: 
Alfred Hitchcock. Appears in approxi- 
mately 150 markets. 

Bristol-Myers Co. for 


Ipana toothpaste, Bufferin, Vitalis, Ban. 


Sponsor: 
Estimated network cumulative gross 
time cost for the show ( January through 
July 1958) : $2,017,164: Bristol-Myers 
spot expenditure (January through 
June 1958): $1,321,100. Donald S. 
Frost, director of advertising. Young 
& Rubicam, agency. Tom Cox, vice 
president and account supervisor; Sy 
Drantch, media buyer. (Bristol-Myers 
is also a participating sponsor of 
Arthur Godfrey, CBS-TV, 11-12 n. 
weekdays; The Verdict Is Yours, CBS- 
TV, 3:30-4 p.m. weekdays: The Jack 
Paar Show, NBC-TV, 11:15-1 a.m.. 
weekdays; Peter Gunn, NBC-TV, 9- 
9:30 p.m., Mon.) 

Production: Joan Harrison, pro- 
ducer; Norman Lloyd, associate pro- 
ducer; Revue Productions, Hollywood, 
origination; John L. Russell, director 
of photography: Edward W. Williams, 





Mr. Hitchcock 


film editor; John Lloyd, art director. 
Estimated weekly network time gross 
cost: $60,000. 

Ratings: Second August Nielsen: 
24.3; share of audience: 48.5. Con- 
sistently in top ten listing of network 
shows, with higher ratings during peak 
months. 

Format: Sophistical mystery stories 
which aim at being clever and dia- 
bolical. 





FLAV-R-STRAWS, INC. 

(Kastor, Hilton, Chesley & Clifford, 
Inc., N. Y.) 

Having undergone a reorganization and 
moved to a new agency, this account is 
re-entering tv with 13-week schedules 
starting early this month. Daytime minutes 
in children’s programs will run in 
Philadelphia, Baltimore and Washington. 
Beryl Seidenberg is the timebuyer. 


FORD DEALER ADY. ASSOC. 
(J. Walter Thompson Co., Inc., N. Y.) 
This organization is split into 35 districts, 
each of which makes its own media 
decisions after studying agency 
recommendations, A number of the districts 
will be using schedules of night 20°s and 
ID’s the middle of this month for a few 
days before and after the new FORDS are 
introduced. Dick Vorce is the account 


PENETRATION in 
96 County HIGH VALUE Trade Area 


* Plus an additional 12 Counties for a 25°/, or more weekly 


© WBAL-TV: 25% or more epee 
penetration in a total of ° 
Counties 


weekly penetration in ALL 26 counties. 


® Station B: 25% or more 
weekly penetration in only 9 of 26 
counties. 


e Local News: 25% or more 
weekly penetration in only 5 of 26 
counties. 








HAGSTROM TRADE AREA 
SURVEY) 


(Source: 


CALL HOLLINGBERY CO. 
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WFAA-TV pats: 


sic ABC for North Texas 








supervisor at the agency, with six buyers 
handling the various districts. 


FUN BILT TOYS, INC. 
(Killingsworth-Moreland, L. A.) 

This company recently appointed the 
agency to its account and plans an 
exclusive tv campaign starting this month. 
Afternoon kid programs will be used. John 
Wolfe, chief a.e., is the contact. 


GENERAL FOODS CORP. 
(Young & Rubicam, Inc., N. Y.) 

At press time, there was a good possibility 
of some schedules of daytime minutes 
being set for CALUMET baking powder. 
The product hasn't used spot previously. 
Arthur Jones, assisted by John Sherwood, 
is the timebuyer. 


CHARLES F. HIRES CO. 
(Maxon, Inc., N. Y.) 

This company ran a test last fall in 
Philadelphia for its HIRES root beer and 
is placing a similar schedule there to run 
through this month. Live minutes are used. 
George Huelser is the timebuyer. 


INTERNATIONAL LATEX 
CORP. 
(Reach, McClinton & Co., N.Y.) 


All the top markets are set for schedules 
of filmed minutes to run throughout the 
colds-season for ISODINE gargle. Daytime 
and late-night spots are used. Tim O'Leary 
is the timebuyer. 


ANDREW JERGENS CO. 
(Cunningham & Walsh, Inc., N.Y.) 

As noted here July 28, the JERGENS and 
WOODBURY products schedules are being 
set for fall runs in the top 75 markets, 
with mostly day and night minutes and 





BONUS COVERAGE 
OF THE WEST TEXAS-NEW MEXICO MARKET’ 











KROD-TV's 
Bonus NIGHTLY | WEEKLY 
Coverage COVERAGE | COVERAGE 
(12 Counties) 
Over Station “B" 
(5 Counties) 26.9% 19.3% 
Over Station *‘C’’ a 
(2 Counties) 121.3% 58.6% 

















And remember — KROD-TV is the highest 
rated station in America in markets of three 
or more stations, ARB, May 1958. 

*Nielsen Report +3 


KROD TY 
© 


Channel 4 * El Paso, Texas 
RERRESENTED NATIONALLY BY 
- THE BRANHAM COMPANY 
Dorrance D. Roderick, Pres. 
Val Lawrence, Vice-Pres. 
& Gen. Mgr. 
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Buyer Profile... ... . . . . eu. suverstem 


e 
hy does an agency, which last 
year put almost 70 per cent of 
its complete consumer budget into tele- 
vision, reverse itself this year and in- 
vest only 10 per cent in the medium? 

Bill Silverstein, vice president and 
media director at Harold J. Siesel Co.., 
New York, regrets the necessity of his 
agency s policy switch. He feels that the 
many success stories and the high de- 
gree of visual product identification 
make television an important advertis- 
ing tool. And yet he believes the change 
was unavoidable. Unavoidable not be- 
cause of the difficulties peculiar to an 
agency which carries toy accounts (in- 
cluding Lowell Game Corp., Aurora 
Plastics Corp.. Renwal Toy Corp., Art 
Award Paini-By-Numbers Seis and 
Cram Globes). and not because of the 
problem of deciding whom to sell, the 
parent or the child—‘to reach the 
whole family, you have to buy a net- 
work show: on spot there is a lot of 
waste circulation. And every toy has its 
own age group.” 

Dezpite this, because of television’s 
strong attributes, all Siesel’s toy clients 
are in the medium “one way or an- 
other.” And yet, Mr. Silverstein states, 
“out of the toy industry alone another 
$10 million a year which should be 
going into spot, isn’t.” 

Why? “Because there are three evils 
which can drive crazy anyone who's 
legitimately trying to buy time. With a 
smaller advertiser you can’t buy across 
the board. You have to buy carefully 
and cleverly. And when these evils arise. 
when agencies stand in constant danger 
of losing their accounts, you get fright- 
ened and go into print. These evils are 
price-cutting, giveaway shows and 
barter deals. 

“We know of accounts lost to agencies 
because an account man from another 
agency will go to a client and promise 
either three times as much time for his 
money or that it will cost him one-third 
as much. And through price-cutting. an 
agency can often do just that.” 

Secondly. “it makes it tough for a tv 





buyer to sell a good program or a local 
spot when manufacturers can get on a 
network giveaway show for a few hun- 
dred dollars and achieve network ex- 
posure for practically nothing. Stations 
lose paid time when they encourage this 
on local giveaway programs. For com- 
panies would advertise. Theyre not 
putting money into tv because they're 
getting tv free. 

“Barter is the third evil. Buying tv 
spot time through a station or middle- 
man at card rate in return for the retail 
price of merchandise is basically price- 
cutting, again beating the rate card. It 
happens primarily among the small sta- 
tions that clients are approached and 
told, ‘We can give you X amount of 


Then 


clients get angry at the agency and 


time for practically nothing.’ 
point out that they apparently can make 
better deals.” 

Ensconced at his desk in one of 
Siesel’s modern offices, \ir. Silverstein 
presents an articulate picture of the 
problems which beset the smaller 
agency. An experienced and mature 
man who first became interested in ad- 
vertising when he found a book on the 
subject while a prisoner of war in Ger- 
many in 1943, he came out of the army 
in 1945, went to a Giant baseball farm 
team for a year and thence to Columbia 
University, where he received a Bache- 
lor of Science degree in psychology. 
He’s been at Siesel since April 1957. 
He lives on Long Island with his wife 
and two small sons, and his interests 
range from golf to Zen Buddhism. 





some 20's and ID's placed on 12-to-20- 
spots-weekly frequencies. Gary Pranzo is 
the timebuyer. 

KING KONE CORP. 

(Richard K. Manoff, Inc., N. Y.) 


A new corn-chip product; DIPSY 


DOODLES, will be introduced to the New 
York market this week via daytime spots 
on WABC-TV and WNEW-Tv. Placements are 
for 13 weeks. If the product is successful, 
the company hopes to move into additional 
markets. Bob Kibrick, media director, 
handles the buying. 








LANOLIN PLUS, INC. 
(EWR&R, Inc., Chicago) 

About 80 markets will get fall schedules 
for various LANOLIN PLUS products this 
month. Filmed minutes will run. Holly 
Shivley, chief timebuyer, is the contact. 


LANVIN PARFUMS, INC. 
(Dowd, Redfield & Johnstone, Inc., 
N.Y.) 

Some hypoing of the ARPEGE and MY 
SIN schedules is in the works for the 
holiday push. Additional ID’s are added in 
various markets around network 
spectaculars when available. Media director 
liarry Torp is the buying contact. 


LENTHERIC, INC. 

(Gordon Best Co., Inc., Chicago) 

This producer of perfumes is readying its 
holiday schedules in about nine top 
markets. E. Trizil, media director, is the 
contact. 

LEVER BROS. CO. 

(SSC&B, N.Y.) 

Schedules of minutes have been running 
throughout the year and have just been 
continued to year-end for SILVER DUST 
BLUE in about 35 top markets. 
Frequencies are fairly heavy. Ira Gonsier 
is the timebuyer. 

THOMAS J. LIPTON, INC. 
(Young & Rubicam, Inc., N. Y.) 

The usual number of markets—about 70 
get LIPTON tea schedules later this month 
for four-to-six-week runs. Night minutes 
and 20’s will run. A few markets will get 
some test schedules of daytime minutes for 
the company’s soups. Tom Comerford and 
Marie Mooney are the timebuyers. 
MacFADDEN PUBLICATIONS, 
INC, 

(Regal Advertising, Inc., N. Y.) 

This publishing company ran some 
schedules last spring (see Spot Report 
March 24) in about 15 markets. Minute 
films were used for True Story and 
Photoplay magazines in a tv test. Word is 


FR 
ews 


That’s Why 
NOBODY FROM NOWHERE 
Can Saturate 
TOPEKA 
like 
WIBW-TV 
SATURATES TOPEKA 








7:45-12 N. 
57.0% 
ein the 447 rated quarter-hours . 


ein the top 15 Once-o-Week shows (with an average pro- 
gram rating of 44.13)... WIBW-TV had an overage rating 


that the results were good, and an 
expanded campaign will be set 

alter the first of the year. Charles Weigert, 
v. p., is the contact. 


MGM PICTURES—LOEW’S, 
INC. 
(Donahue & Coe, Inc., N. Y.) 


The agency just tested some brief 
schedules in a few markets for the new 
MGM release, The Decks Ran Red. 
Nothing definite was planned at press time 
about additional markets, with future plans 
contingent upon how well the picture is 
received. Even if successful, placements 
would not be made in any pattern, as 
they're dependent on when and where the 
film is booked. Marie Coleman and Dick 
Waller are the timebuyers. 


NATIONWIDE INSURANCE CO. 
(Ben Sackheim Co., N.Y.) 


This company’s schedules of Mama are still 
running in a few markets, but off the air 
in most, and plans for the fall were up in 
the air at press time. Availabilities and 
half-hour programs in regular markets were 
being checked, but no decisions had been 
made. Straight spot schedules won't be 
used in any case. Media director William 
Galker is the contact. 


NESTLE CO. 


(Dancer-Fitzgerald-Sample, Inc., N.Y .) 


Following the DECAF buy last month, 
NESTEA begins eight-week runs of 
daytime minutes in about 17 markets this 
week. Tim McClintock, assisted by 
Dorothy Medanic, is the timebuyer. 


PEZ-HAAZ, INC. 
(Pace Adv., Inc., N. Y.) 


As noted here in mid-summer, the candy 
maker set fall expansion plans which are 
being carried out. Schedules got under 
way last month for 13-week runs in the 
usual markets of New York, Chicago, 
Baltimore and Albany-Troy-Schenectady, 
and the additional ones of Philadelphia, 
Buffalo, Rochester and Washington, D. C. 
Frequencies have been greatly increased to 
cover a large number of the kid shows in 
each market. Sid Kallner is the timebuyer. 


ALL DAY---ANY DAY 


Here’s why survey-proved WIBW-TV is your best buy for 
complete coverage of the entire Topeka market. 


e WIBW-TV commands the viewing audience. Note current 
survey figures: 


Share of Audience Monday-Sunday 
12 N.-6 p.m. 6 p.m.-12 Mid 
50.3% 51.1% 
.. WIBW-TV ranked FIRST 


of 37.69% 








e WIBW-TV serves 38 rural and urban counties in the heart 


of Kansas...where total gross income for 1957 was 
$719,277,000.00. 1958 is a banner year. 
i e WIBW-TV saturates 218,190 TV homes. (NCS-$3) 


WIBW-TV CBS-ABC Channel 13 £=Topeka, Kansas 


REPRESENTED BY AVERY-KNODEL, 


POLITICAL CAMPAIGNS 
(KHC&C; Marschalk & Pratt, Inc., 
N. Y.; others) 

For the Democratic committees of New 
York, New Jersey and Pennsylvania, 
KHC&C timebuyer Beryl Seidenberg is 
setting day and night spots and quarter- 
hour programs. Marschalk & Pratt buyer 
Jack Dickens is using spots and five- and 
15-minute programs for the New York 
Republican committee. Similar activity is 
under way across the country in 
preparation for next month’s elections. 


PROCTER & GAMBLE CO. 
(Compton Adv., Inc., N. Y.) 

Additional activity is on for BIG TOP 
peanut butter as schedules of filmed 
minutes go into a few more markets. The 
brand is now running in about a dozen 
areas. Doug MacMullan and Joe Burbeck 
are the timebuyers. 


RONZONI MACARONI CO. 
(Emil Mogul Co., Inc., N. Y.) 

The last week of September was the 
starting date for the macaroni-spaghetti 
maker's fall drive, with half-hour film 
shows set for wrca-tv New York, WRCv-TV 
Philadelphia and wnuc-tv New Haven. 
Commercials will be live, filmed and taped. 
During the week of Oct. 16, added spots 
may be used in a National Macaroni Week 
promotion. Joyce Peters is the timebuyer. 


SALADA-SHIRIFF-HORSEY, 
INC, 

(SSC&B, Inc., N. Y.) 

The fall placements for SALADA tea are 
set in the company’s regular markets. 
Daytime and night minutes and ID's are 
used. Fred Spruytenberg is the timebuyer 


SPERRY & HUTCHINSON CO. 
(SSC&B, Inc., N. Y.) 

Placements of daytime film minutes are 
being set for S & H GREEN STAMPS, 
but there is no pattern or consistency to 
the market list. The savings-stamps are 
obtainable in scattered markets of all sizes 
Ira Gonsier is the timebuyer. 


STANDARD BRANDS, INC. 
(J. Walter Thompson Co., Inc., N. Y.) 
FLEISCHMANN’S yeast schedules started 


Be) el-1.¢-Wal-t-e A a—)e-helelam 41-2) 28 BAe: 





Survey Figures 
Prove 
WIBW-TV’s Value 


e Not even the combined efforts of 3 
distant Kansas City TV stations can be- 
gin to dent the Rich Topeka Morket, 
according to o current survey 





Share of Audience 
Monday-Sunday 
7:45 12N 6p.m. 
12N 6p.m. 12 Mid. 
WIBW-TV, TOPEKA 57.0% 50.3% 51.1% 


Sta. A, Kansas City 10.7 10.0 9.7 
Sto. B, Kansas City 6.1 10.4 96 
Sta. C, Konsas City 13.4 14.7 15.3 
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At Wilson, N. C., the world’s largest tobacco market, a group of NBC and agency people 


were the guests of witN Washington, N. C. Standing lejt to right, Jack Hardingham, Headley- 


Reed; T. H. Patterson, WitN v. p.: 


William Bass, witN a. e.: Alton Boswell, Wilson Tobacco 


Market sales chief; G. Earl Broome, witn sales mgr.; W. R. Roberson Jr.. witNn president: 
W. E. Barnes, witn v. p.: Ken Goldblatt, Headley-Reed: Mr. & Mrs. Arthur Johnson, NBC: 
timebuyer Gertrude Scanlon, BBDO; Sallie Melvin, NBC; Nat Stone, SSC&B. Seated 1. to r., 
tobacco auctioneer Tom Burton; Carleton Hence, Headley-Reed; Mrs. Eileen Greer, Bates 
timebuyer: Lucien Chimene, JWT; Ed Kirchner, Bates. 


late last month for 13-week runs on 39 
stations in selected national markets. 
Mostly daytime minutes are used, with 
some 20's and ID's. Frequencies are 
three-five spots per week. Frank Marshall 
is handling the buying while Howard 
Veltman is out with an injury. 
STERLING DRUG, INC. 
(Dancer-Fitzgerald-Sample, Inc., N.Y.) 
BAYER aspirin, which canceled both its 

tv and radio spot schedules this summer to 
go into CBS-TV network programs (Perr) 
Vason and several others), began some 
placements in a small number of secondary 
markets last week to supplement the 
network shows. Budget is fairly limited. 
Robert Lazetera is the timebuyer. 





User 0, bel. @ me 0cr Ul, Bea. | 3 
NUMBER ONE TELEVISION MARKET 


you buy Virginia's number one TV 
buy the quality station 
o NCS No. 3, WSLS-TV has !3 
ewers than the other TV station 


Doytime Daily 139,720 TV homes 
Nighttime Daily 167,680 TV homes 


“ARB shows WSLS-TV's total share of audi- 
ence in excess of 50 sign-on to sign-off 





90 October 6, 1958, Television Age 





STOP & SAVE STAMP CORP. 
(Kastor, Hilton, Chesley & Clifford, 
Inc., N. Y.) 

Late last month, 13-week schedules of day 
and late-night minutes began running in 
upstate New York and Miami for 
TRIPLE-S BLUE STAMPS. It’s the 
company's first time in tv spot. Markets 
are Binghamton, Schenectady, Syracuse, 
New Haven, New York City and Miami. 
Beryl Seidenberg is the timebuyer. 
WHEATENA CORP. 
(Cunningham & Walsh, Inc., N.Y.) 
The whole-wheat cereal, WHEATENA, 
used some spot last year in a minor way, 
and at press time was planning some 
placements for this season. Scope was 
indefinite. Steve Semons is the timebuyer. 


eveeneagenagnnnnteatearnity 


Personals 


TOM O'DEA, buyer on Mrs. Fil- 
bert’s margarine at Sullivan, Stauffer, 
Colwell & Bayles, New York, has left 
the agency to join H-R Representa- 
tives. ED FONTE, timebuyer on Arrid 
and Lifebuoy, will take over on Mrs. 
Filbert’s. 

HERBERT GANDEL, who has been 


space buyer at Kudner, New York, will 





MR. GANDEL 


now be handling the timebuying as- 
signments previously managed by 
MARJORIE SCANLAN, who has left 


the agency. These include General 


Agency Changes 


Gore-Smith & Greenland, which lost 
several accounts when some of its ex- 
ecutives set up Smith/Greenland as a 
separate agency, recently lost the Emer- 
son Radio & Phonograph Corp. ac- 
count to Friend-Reiss Advertising, Inc. 
Although Emerson has been relatively 
quiet in the last few years, it an- 
nounced that an “aggressive national 
campaign’ will start soon. Friend-Reiss 
will also work on ads for the DuMont 
Tv & Radio Corp., which was acquired 
by Emerson this summer. 

Lambert & Feasley, Inc., will take 
over the DuBarry cosmetics and Sports- 
man men’s toiletries lines from Nor- 
man, Craig & Kummel, Inc., on Jan. 1. 
The products, made by the Warner- 
Lambert Pharmaceutical Co., have been 
at the latter agency since 1956. 

The Dixie Products, Inc.. concern 
has acquired Magic Chef, Inc., and 
moved the account to D’Arcy Advertis- 
ing Co. from Noble-Dury & Associates, 
Nashville. 


ranges for trailers and has not been 


Dixie manufactures gas 
active in consumer advertising through 
D'Arcy. It is expected the purchase of 
the Magic Chef company will cause a 
change in the picture. 


nnneearenunensearyvenasangensnccaneszaanzanzuruaneaisaitentey tanaueancaentaee nat 


mui 


Telephone, Fisher Body and Goodyear 
institutional. Mr. Gandel has been with 


soveneenauananeonensnoenne 


Kudner for five years. 

ALICE LYNNE MOONEY, formerly 
timebuyer, has been promoted to air 
media director at Richard A. Foley 
Advertising Agency, Philadelphia. 

TOM HARDY, who had been time- 
buyer on MGM and McCalls at Dona- 
hue & Coe, New York, has joined 


nnantiny 


Huanensnnennennnnty 


Me 


Avery-Knodel, that city. His accounts 
will be taken over by MARIE COLE- 
MAN and DICK WALLER. 

RENEE PONIK PAVLICK has left 
Norman, Craig & Kummel, New York. 

ELAINE PAPPAS has been pro- 
moted to media buyer and BARBARA 
SWEDEEN to assistant media buyer at 
North Advertising, Chicago. 

BOB BRUNO, who had been buying 
on Sterling Drug at Dancer-Fitzgerald- 
Sample, New York, has left the agency. 
ROBERT LAZETERA is now handling 
the whole account. 

JAN GILBERT STEARNS, previ- 
ously broadcast supervisor at Doyle 
Dane Bernbach, New York, has joined 











Riedl & Freede as media director. 
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Film 
Academy, Transfilm, Elliot-Unger- 
Elliot 


8. Miles Laboratories 
Alka-Seltzer (Wade) — Shamus Cul- 


hane 


(Continued from page 32) 


9. American Home Products 

Corp. 

Aerowax (Geyer)—MPO,TV Graphics 

Black Flag (Geyer; JWT)—Shamus 
Culhane, Animation, Inc. 

Chef Boy-Ar-Dee Pizza (Y&R)— 
Wondsel-Carlisle-Dunphy 

Easy-Off (Geyer)—James Love 

Grifin ABC wax (Geyer)—Transfilm 

Wizard Deodorizer (Geyer)—Hankin- 
son 

Wizard Wick (Geyer)—James Love 

10. P. Lorillard Co. 

Kent cigarettes (L&N)—MPO, Four- 
Star Films, Sound Masters, Elliot- 
Unger-Elliot 

Newport cigarettes (L&N) — Elliot- 
Unger-Elliot, MPO 

Old Gold cigarettes (L&N)—MPO, 
Morton McConnachie, Knicker- 
bocker 


11. Philip Morris 

Marlboro cigarettes (Burnett)—Uni- 
versal, UPA 

Parliament cigarettes (B&B)—Univer- 


sal, UPA, MPO 


12. National Biscuit Co. 

Bev Instant Fizz (Bates)—Wondsel- 
Carlisle-Dunphy 

Oreo cookies, Nabisco crackers, etc. 
(McCann-Erickson)—-MPO, Ameri- 
can, Sarra, Shamus Culhane, Acad- 
emy, Bill Sturm, Hunn-Fritz-Henkin, 
Animation, Inc., Hankinson 

Wheat Honies (K&E)—Bill Sturm, 
UPA 

Rice Honies (K&E)—Bill Sturm, UPA 

Shredded Wheat (K&E)—Sound Mas- 
ters, Bill Sturm 

Shredded Wheat, Jrs. (K&E)—UPA, 
Bill Sturm 


13. Carter Products, Inc. 

Arrid Cream (SSC&B)—Cascade 

Arrid Perspray (DFS)—Lew Pollack 

Arrid Whirl-In (DFS)—Craven 

Carter’s Little Liver Pills (Bates) — 
MPO, Transfilm, Robert Lawrence, 
Elliot- Unger-Elliot, Wondsel-Car- 
lisle-Dunphy 

Colonaid (KHCC)—MPO 

First (KHCC)—Fletcher Smith 


Prize (DFS)—Craven 
Rise (SSC&B)—Cascade 
Sno-White (SSC&B)—Lew Pollack 


14. International Latex Corp. 

Isodine, Isodine gargle (Reach, Mc- 
Clinton)—-RMC, MPO, Filmways 

Playtex girdles, bras (Reach, McClin- 
ton)—RMC, MPO, Elliot-Unger- 
Elliot 

15. Coca-Cola Co. 

Coca-Cola (McCann-Erickson) — Bill 
Sturm, UPA, Universal, Academy 


16. Sterling Drug Co. 

Bayer Aspirin (DFS)—Vidicam, Rob- 
ert Lawrence 

Bayer Nasal Spray (DFS)—Vidicam 

D-Con (Thompson-Koch) — Robert 
Lawrence 

Dr. Caldwell’s (Brown & Butcher)— 
Shamus Culhane 

Fletcher’s Castoria (Brown & Butcher) 
—Academy 

Fizrin (Compton) —Robert Lawrence 

Ironized Yeast (Thompson-Koch) — 
Robert Lawrence 

ZBT Powder (Brown & Butcher) — 
Jerry Warner 


17. Charles Antell Co., Inc. 


Formula #9, shampoo (Katz; Venze) 
—Sarra, Dynamic, Charter Oaks 


18. Warner-Lambert 

Pharmaceutical Co. 

Antizyme toothpaste (Lambert, Feas- 
ley)—UPA 

Beauty Curl (SSC&B)—MPO 

Bliss (NCK)—Elliot-Unger-Elliot 

Fizzies (L&N)—Vidicam, Elliot-Un- 
ger-Elliot 

Hudnut cream rinse (Lambert, Feas- 
ley )—Cascade 

Listerine (Lambert, Feasley)—Stage 
5, Wilding 

Pro toothbrush (Lambert, Feasley)— 
Penguin 

Sportsman, Du Barry toiletries (NCK) 
—Transfilm 

Quick (SSC&B)—MPO 

Virisan (Bates)—-TV Graphics, Wond- 
sel-Carlisle-Dunphy 





19. Standard Brands, Inc. 

Fleischmann’s Yeast (JWT)—Farkas 
Films 

Hunt Club, Kendall Fives dog food 
(Bates)—-MPO, Transfilm 

Instant Chase & Sanborn (Ayer)— 
Wondsel-Carlisle-Dunphy 

Royal puddings (Bates)—Lars Calon- 





















designed to solve your optical problems 
with highest quality and speed. 


( Gastern Effects, Ine. 


is a complete producer’s aid service 


CAN‘T 
GET 
YOUR 
FILM 
OFF 
THE 
GROUND? 


Eastern Engineered Effects 
can do the job for you 
in black and white or color. 


ART TO FILM... 


finest and fastest 


Moutice, Sam, Mag. Kory 


Ci 5-5280 


333 WEST 52ND STREET NEW YORK 19, N.Y 
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ius, Wondsel-Carlisle-Dunphy 

Siesta (Bates) — Robert Lawrence, 
Transfilm 

Tenderleaf Tea (JWT)—Filmways 

20. Pepsi-Cola Co. 

Pepsi-Cola (K&E) — Universal-Inter- 
national 

21. Andrew Jergens Co. 

Jergens Lotion (C&W)—MPO, Wond- 
sel-Carlisle-Dunphy, Filmways 

22. Texize Chemical Co. 

Texize cleaner (Henderson) — Fred 
Niles 

23. Food Manufacturers, Inc. 

M & M candies (Bates)—Robert Law- 
rence, Transfilm, Bill Sturm 

Uncle Ben’s Rice (Bates)—Bill Sturm 

24. S.C. Johnson & Son, Inc. 

Glade, Jubilee, Pledge (B&B)—Uni- 
versal, MPO 

Johnson waxes (NLB)—Ross Wetzel, 
Fred Niles, Sarra 

Klear (FCB)—Cascade, Hal Roach, 
MGM.-TYV, Elektra 

Raid, Off, J-Wax (FCB)—Cascade 

Whitewall tire cleaner (FCB)—Tele- 
cine 

25. Gillette Co. 

Bobbi home permanent (C. E. Frank) 
—Elliot-Unger-Elliot 

Pamper shampoo (C. E. Frank)—E]- 
liot-Unger-Elliot 

Prom (Tatham-Laird )—Universal-In- 
ternational 

Razors, blades, Foamy shave lather 
(Maxon)—MPO, Warner Bros. 

Tame Creme Rinse (C. E. Frank)- 
Elliot-Unger-Elliot 

Thorexin (North)—UPA 

Toni, Self, etc. (North) —Kling, UPA, 
Hollywood Film, MGM-TV, Desilu, 
Universal 

White Rain shampoo (Tatham-Laird) 
—Cascade 

26. Robert Hall Clothes, Inc. 

Hall clothes (Sawdon)—Elliot-Unger- 
Elliot, Pelican 

27. Texas Co. 

Texaco gas, oil (C&W)—MPO, Audio 
Prod., Wilding 

28. Esso Standard Oil Co. 

(McCann-Erickson ) - 
American, Wondsel-Carlisle-Dunphy 

29. Bulova Watch Co. 

Bulova watches (McCann-Erickson )— 
Sound Masters, MPO, Van Praag, 
Sarra, Dynamic, Hal Roach 


30. Shell Oil Co. 


Esso gas, oil 


Gas, oil (JWT )—Farkas Films 

31. Nehi Corp. 

Royal Crown (Compton)—TV Graph- 
ics, MPO 

32. Bristol-Myers Co. 


Ban (BBDO) — Universal-Interna- 
tional, Dee-Jay Films, Sarra, Elliot- 
Unger-Elliot 

Bufferin (Y&R) — Wondsel-Carlisle- 


Dunphy, Wilding, Elliot-Unger-E]- 
liot, Fletcher Smith, Caravel, De- 
Picto, Vidicam 

Ipana Plus (DCSS)—Sarra, 
ways, Audio Prod. 

Ipana toothpaste (DCSS)—Walt Dis- 
ney, Pelican, Paul Fennell 

Mum Mist (DCSS)—Audio Prod. 

Sal Hepatica (Y&R)—Audio Prod. 

Theradan (DCSS)—Audio Prod. 

Touch ’n Brush (DCSS)—FCI 

Trig (BBDO)—Caravel 

Tru-Shay (BBDO)—Robert Lawrence 

Vitalis (DCSS)—FCI 

33. Gulf Oil Corp. 

Gulf gas, oil (Y&R—Academy, Cara- 
vel, Audio Prod. Warren Smith 

34. Drug Research Co. 

Regimen (KHCC)—Lew Pollack 

Sustamin (KHCC)—Lew Pollack 

35. General Mills, Inc. 

(Knox Reeves) - 
Films, Robert Lawrence 

Cheerios (DFS)—Craven, MPO, Ter- 
rytoons, Lars Calonius, McNamara 
Prod. 

Cocoa Puffs (DFS)—Terrytoons 

Gold Medal flour (DFS) — MPO, 
Craven, Elliot-Unger-Elliot 

Hi-Pro (DFS)—Sarra 

Kix (Tatham-Laird) - 
Sarra 

Protein Plus (Knox Reeves )—Cascade 

Refrigerated foods (Knox Reeves) - 
Robert Lawrence 

Sugar Jets (Tatham-Laird) — Swift 
Chaplin, Sarra 

Surechamp dog food (Tatham-Laird) 
—Cascade, Swift-Chaplin 

Trix (Tatham-Laird )—Cascade, Swift- 
Chaplin, Sarra, Wilding 

Wheaties (Knox Reeves) — Cascade, 
Grantray-Lawrence, Robert 


Film- 


Bisquick Quartet 


Swift-Chaplin, 


Law- 
rence 

36. Anheuser-Busch, Inc. 

Budweiser beer (D’Arcy)—MPO, Uni- 
versal, Wilding 

Busch (Gardner) - 
Kling, Peter Elgar, Ray Patin 


37. R. J. Reynolds Tobacco Co. 


Bavarian beer 








Caravel 
Salem cigarettes (Esty) —MPO 


MPO, Elliot-Unger-Elliot 
38. Pabst Brewing Co. 
Pabst beer (Grey)—Van Praag 


Camel cigarettes (Esty) —MPO, Klae- 
ger, Lou Lilly, Wilding, Pelican, 


Winston cigarettes (Esty )—Caravel, 
Klaeger, Robert Lawrence, Wilding, 





franks, chicken, canned meats (Mc- 
Cann-Erickson)—Fairbanks, Kling, 
TV Spots 


51. American Tobacco Co. 

Hit Parade cigarettes (BBDO)—Cara- 
vel, MPO, Lew Pollack, Wilding, 
Jack Denove, Elektra, Lars Calonius 

Lucky Strike cigarettes (BBDO) — 
Gifford Animation, Pelican, Jack 





64. Block Drug Co. 

Amident, Rem (Gumbinner)—Gray & 
O’Reilly, Academy, TV Graphics 

CD-60 (SSC&B)—Gray & O'Reilly 

Co-Re-Ga (Grey )—Transfilm 

Green Mint (SSC&B) Gray & 
O'Reilly 

Nytol (SSC&B)—Gray & O'Reilly 

Polident, Poli-Grip (Grey )—Caravel, 














































MPO, Transfilm 
Py-Co-Pay (SSC&B) 


65. Kellogg Co. 
Kellogg cereals (Burnett) —Goldswan, 
Universal, MPO, Telestudios 


66. Canada Dry Co. 
Canada Dry soda (Mathes)—Robert 
Lawrence 


67. Sun Oil Co. 

Sunoco gas, oil (Esty) — Filmways, 
Wondsel-Carlisle-Dunphy 

68. Dr. Pepper 

Dr. Pepper soda (Grant)—Keitz & 


Herndon 


69. Corn Products Refining Co. 
Bosco (D&C)—Bill Sturm 


K Dog Food (D&C)—-Flying A 
54. Burgermeister Brewing Corp. ra q .° ying 


Burgermeister beer (BBDO)—Play- 
house, Universal-International - 

55. Harold F. Ritchie, Inc. 

Brylereme (K&E—Caravel, Bill Sturm 

Silvercreem shampoo '\(K&E)—Caravel 

56. H. J. Heinz Co. 

Heinz food products (Maxon)—Rob- 
ert Lawrence, Jam Handy, Ray 
Patin, Crest-Tele Prod., Group, 
Quartet Films. 

57. U. S. Borax & Chem. Corp. 


58. Theo Hamm Brewing Co. 


Pabst beer (NCK)—Bill Sturm 

39. Falstaff Brewing Corp. 

Falstaff beer (DFS)—Cascade, Play- 
house Pictures, Studio City TV, 
Warner Bros., Pritchett & Plevin, 
MPO, Gray & O’Reilly 

40. Liggett & Meyers Tobacco Co. 

Chesterfield cigarettes (McCann- 
Erickson) —-UPA, All Scope, Han- 
kinson, American 

L&M cigarettes (DFS—Cascade, El- 
liot-Unger-Elliot, Audio Prod., MPO 

Oasis cigarettes (McCann-Erickson)— 
Universal 

41. Marathon Corp. 

Northern Tissue (Y&R) — Playhouse 
Pictures, Group Prod. 

Waxtex (Y&R)—UPA, Sarra 

42. Alberto-Culver Co. 

VO-5, Rinse Away (Wade)—Shamus 
Culhane 

43. Frenchette Co., Inc. 

Frenchette dressings (Cohen, Aleshire) 
—Gray & O'Reilly 

44. Piel Bros. 

Piel’s beer (Y&R) — UPA, Gifford 


Animation, Audio, Warner Bros., 


Denove, Elektra, Wondsel-Carlisle- 
Dunphy, John Sutherland, Elliot- 
Unger-Elliot 
Pall Mall cigarettes (SSC&B)—Rob- 
ert Lawrence, Filmways, Cascade 
Tareyton cigarettes (Gumbinner) — 
Caravel, Transfilm, TV Graphics 


52. P. Ballantine & Sons 

Ballantine beer (Esty) — National 
Screen, Caravel, Klaeger, MPO, 
Filmways, Pelican 


Ballantine ale (Esty)—Joop Gesink 


53. J. A. Folger Co. 

Folger’s coffee (C&W )—Wilding 

Folger’s instant (C&W) — Wondsel- 
Carlisle-Dunphy, Shipman, TV Car- 


toon, Wilding 


TV Graphics 


Films de Pierre Remont, Terrytoons 

45. Dumas Milner Corp. 

Pine-Sol, Perma Starch, Pine-Sol 
deodorant, White Wave, Instant 
Mystic Foam, Mystic Foam, Mysti- 
clene (Best)—Kling 

46. Joseph E. Schlitz Brewing Co. 

Schlitz beer (JWT)—MPO 

47. Wm. Wrigley Jr. Co. Herndon, Wilding, Era 

Wrigley gum (Meyerhoff)—Douglas 60. Norwich Pharmacal Co. 
Prod. Pepto-Bismol (B&B)—Hankinson 

48. Salada-Shirriff-Horsey 61. Phillips Petroleum Co. 

Salada Tea (SSC&B)—Sarra Phillips gas, oil (Lambert, Feasley) 

49. Ward Baking Co. 

Tip Top Bread (JWT)—Gifford Ani- 
mation, Pintoff 

50. Swift & Co. 

All Sweet margarine (Burnett)—Fred 
Niles, Reid Ray 

Swift’s ice cream (McCann-Erickson) 
—Cal Dunn 


Swift’s sausages, lunch meats, bacon, 





New York's largest skyscraper hotel. 2500 
rooms, all with bath and free radio—tele- 
vision in many. Meditation Chapel open 
to all faiths. Direct entrance to Pennsyl- 
vania Station. Facilities from 100 to 1200 
for Banquets, meetings, etc. Three air- 
conditioned restaurants. 
LAMP POST CORNER .. . COFFEE HOUSE 
GOLDEN THREAD CAFE 
from $7 Doublesifrom $19 Suites from $23 
JOSEPH MASSAGLIA JR., President 
CHARLES W. COLE, Gen. Mgr. 
Other MASS.\GLUIA HOTELS 
* SANTA MONICA, CALIF. Hotel Miramar 
* SAN JOSE, CALIF. Hote! Sainte Claire 
+ LONG BEACH, CALIF. Hote! Wilton 
+ GALLUP, N.M. Hote! El Rancho 
* ALBUQUERQUE, Hote! Franciscan 
* DENVER, COLO. Hotel Park Lane 
* WASHINGTON, D.C. Hotel Raleigh 
* HARTFORD, CONN. Hote! Bond 
* PITTSBURGH, PA. Hotel Sherwyn 
* CINCINNATI, O. Hotel Sinton 
* NEW YORK CITY Hotel New Yorker 
* HONOLULU Hote! Waikiki Biltmore 
CHICAGO MIDWEST HEADQUARTERS 
BOOKING OFFICE 200 E. Walton DE 7-4344 
BOSTON OFFICE 80 BOYLSTON ST. HU 2.0060 
World-famed hotels 
Teletype service—Family Plan 


Hamm’s beer (Campbell-Mithun) — 
MPO, Swift-Chaplin 

59. Standard Oil Co. of Indiana 

Standard gas, oil (D’Arcy)—Keitz & 





Animated, Shamus-Culhane 

62. General Cigar Co. 

Robert Burns (Y&R)—Gray & 
O’Reilly, Universal 

White Owls (Y&R)—Republic. Gray 
& O'Reilly, Caravel 

63. Parker Pen Co. 

Parker 61, Jotter (Tatham-Laird)— 
Cascade 
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Mazola (Miller)—Transfilm 
Niagara Starch (Miller)—Transfilm 
70. B. T. Babbitt, Inc. 

Bab-O (Brown & Butcher) — Joel 
Malone Prod. 

71. Hills Bros. Coffee, Inc. 

Hills coffee (Ayer) — MPO, 
Elektra, Universal-International 
Robert Lawrence, Hal Roach, Roger 
Wade, Lars Calonius, Academy 

72. Great A & P Tea Co. 

Food products (Paris, Peart)—Video 
Crafts 

73. M. J. B. Co. 

MJB (BBDO) — Techniques, 
Inc., Ray Patin 

MJB instant (BBDO)—Playhouse 

MJB tea (BBDO)—Playhouse 

MJB rice (BBDO)—Ray Patin, Milt 
Kerr 

74. American Bakeries Co. 

Taystee, Cook Book bread (Y&R)— 
Ross Wetzel 

75. Pacific 

graph Co. 

Phones, service (BBDO)—UPA, Uni- 
versal, Grantray-Lawrence 

76. Nestle Co. 

DeCaf (DFS)—Craven, MPO 

Maggi Protein (DFS)—Lew Pollack 


Al Stahl’s Tv Timetable 


Handy pocket size plastic slide 
rule now available in tv com- 
mercial model for 


eo 


Bros. 


coffee 


Telephone & Tele- 





PROGRAMMING 
PRODUCTION 
DIRECTING 
FILM EDITING 
ANIMATION 
RECORDING 
ART DIRECTION 


AL STAHL’S TV TIMETABLE 
Footact 





Al Stahl's tv time- 
table is a com- 
puter that converts 
minutes and sec- 
onds into 16mm 
and 35mm film footage or total frames. 
Translates verbal narration into average 
number of words per second. Indicates 
amount of tv cutoff loss of picture on all 
film sizes and tv production. Diagrams pic- 
ture and sound track relationships of 1 
minute, 20 second and 10 second ID film 
commercials. 


Originally designed exclusively for our own 
tv film commercial production. 


Now available to the trade for only $1.00. 


ANIMATED PRODUCTIONS 























1600 Broadway, New York, N. Y. @ CO. 5-2942 





Nestea (DFS)—Hal Roach, Craven, 
MPO 

Nescafe (Houston)—Hal Roach, Gray 
& O'Reilly 

77. F. & M. Schaeffer Brewing 

Co. 

Schaeffer beer (BBDO) —J. Arm. 
strong, Caravel, Elliot-Unger-Elliot, 
Elektra 

78. Exquisite Form Co. 

Exquisite Form bras, etc. (Grey Adv.; 
Regal Assoc.)—Peter Elgar, Cara- 
vel, Elliot-Unger-Elliot, Sarra 

79. American Sugar Refining Co. 

Domino sugars (Bates)—Transfilm, 
UPA, Robert Lawrence, Shamus- 
Culhane 

80. U. S. Rubber Co. 

U. S. tires (Richards)—Klaeger, Van 
Praag, Sidney Stiber Prod. 

81. Safeway Stores, Inc. 

(EWRR)—Jerry Fairbanks 

82. Jacob Ruppert Brewery 

Knickerbocker beer (W&L; Compton) 
—MGM.-TV, Robert Lawrence 

83. Quaker Oats Co. 

Aunt Jemima corn meal mix (Shaw) 
—Kling 

Aunt Jemima coffee cake, Oatmeal 
Bread Easy Mixes (Shaw)—Fred 
Niles 

Ken-L-Ration (NL&B)—Lou Lilly 

Quaker Oats cereals (Wherry, Baker, 
Tilden)—Shamus Culhane, Wild- 
ing, Fred Niles, UPA 

84. Tidy House Products, Inc. 

Dexol, Fast, Perfex (Ludgin)—UPA, 
Era 

85. Atlantic Refining Co. 

Atlantic gas, oil (Ayer)—De Fresnes, 
Wondsel-Carlisle-Dunphy, Sturgis- 
Grant, Kellman 

86. Hoffman Beverage Co. 

Hoffman soda (Grey)—Elliot-Unger- 
Elliot 

Hoffman 
Elgar 

87. Maybelline Co. 

Maybelline beauty products (Best)— 
MGM 


88. Carling Brewing Co. 
Black Label beer (Lang, Fisher, Stash- 


ower) — Universal-International. 


streamline (Grey) — Peter 


Ray Patin, Animation, Inc., Cine- 
craft, Storyboard, Inc., Kling 

Red Cap ale (B&B)—Hankinson, Sha- 
mus Culhane 


Stag beer (E. H. Weiss) —Fred Niles, 








UPA 

89. Ford Motor Co. 

Edsel cars (FC&B)—Cascade, Jerry 
Fairbanks, MGM-TV, Wilding, 
Chicago Film Studio 

Ford cars (JWT)—Filmways, Wild- 
ing Prod., Desilu 

Lincoln cars (Y&R )—Alexander Films 

Mercury cars (K&E)—Sherman Glas, 
Van Praag, Universal-International, 
Animated Prod., Carey-Swain 

90. Kroger Co. 

Food Products 
Group Prod. 

91. Max Factor & Co. 

Curl Control, Sof Set (Anderson-Me- 
Connell) —Harris-Tuchman Prod. 
Max Factor cosmetics (DDB)—Cas- 
cade, Hal Roach, Lawrence-Schnitzer 

92. Interstate Bakeries 

93. Rayco Mfg. Co. 

Convertible tops, seat covers, mufflers 
(Mogul )—Robert Lawrence 

Mufflers (Mogul)—Van Praag 

94. Best Foods, Inc. 

Hellmann’s mayonnaise (DFS)—El- 
liot-Unger-Elliot, Audio Prod. 
Nucoa (DFS)—Lew Pollack, Pelican 

Nucoa (GB&B)—Signal Prod. 

95. Sardeau, Inc. 

Sardo Bath (Fiore & Fiore)—Fiore 


Films 


(Campbell-Ewald ) — 


96. Geo. Weidemann Brewing 

Co. 

Weidemann, Bohemian beer (Tatham- 
Laird) — Universal-International, 
TV Graphics, Fred Niles, Cascade, 
Kling, Ross Wetzel, Robert Davis 
Prod. 

97. Blatz Brewing Co. 

Blatz beer (K&E)—Bill Sturm 

98. Robert Curley, Lid. 

Nu-Curl (KHCC; direct) — Criterion 
Films 

99. Heublein, Inc. 

Maypo, Maltex (Houston) — Story- 
board, Inc. 


100. E. & J. Gallo Winery 

Gallo wines (DDB)—Warner Bros., 
20th Century-Fox, Cascade, Law- 
rence-Schnitzer, MPO 
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Sale (Continued from page 37) 


eral merchandising manager of Union 
Supply. We offered a full half-hour 
sponsorship Monday through Friday 
for 13 weeks of the Willis group. 
Knowing beforehand that procurement 
of co-op funds would be the key to the 
sale, the WABT salesman assigned to 
Union Supply was given permission 
to offer his fulltime services in his 
presentation to the advertising man- 
ager of the company. 


“Since the solicitation of co-op 
funds would be made to those selling 
merchandise to Union Supply, we felt 
it would be of strategic value to have 
the ad manager accompany our sales- 
man. With our salesman presenting 
our facilities and selling the idea of 
the Willis Brothers, and with the pres- 
ence of the Union Supply ad manager 
making it difficult for the supplier to 
turn down a customer, we were amaz- 
ingly successful in getting sufficient 
money for Union Supply to buy the 
show. 


“Since there were many competitive 
items among the various co-op partici- 
pants—among which were RCA Whirl- 


GIFFORD ANIMATION, INC. 
165 W 46, NYC/JU 2-1591 


pool, Westinghouse, Zenith, Kelvina- 
tor, Maytag, General Electric, Philco, 
Permaglas, underwear, Fisk 
tires and Sherwin-Williams paints— 


Hanes 


show each day to avoid any one an- 
nouncer selling competitive products. 
All commercials 
live-film.” 


were done live or 


In the form of a memo to George 


Stevens, commercial manager of KOTV | 


Tulsa, account executive Jack Hauser 
tells the sales story of Meadow Gold 
Dairy’s sponsorship of a program 
called Time for Richut, which is now 
in its third year on the station. 

“Prior to 1956,” memos Mr. Hauser, 
“Meadow Gold (Beatrice Foods Co.) 
had used considerable television ad- 
vertising on KOTV. They had spon- 
sored newscasts, western swing bands 
and the Liberace show, and they had 
used spot schedules. They had experi- 
However, 
from June 1955 to the first part of 56 
they were out of television. 


enced reasonable success. 


Drawing Lessons 


“In January 1956 I made a call on 
Richard Ruhl, Meadow Gold’s adver- 
tising manager and an extremely tal- 
ented cartoonist, in another effort to 
get them back on Kotv. We ‘brain- 
stormed’ several ideas, and finally 
came up with Time for Richut—with 
Dick Ruhl himself to host the show 
and to teach, through simple language 
and crayon movements, the children’s 
audience (which we were fundamen- 
tally after) to draw cartoon charac- 
ters. 

“Dick, being a reasonably modest 
fellow and one without a single mo- 
ment of on-camera tv experience, was 
just a bit skeptical about his ability 
to sell his company’s products and 
himself to young viewers. However, 
since he is the father of four himself, 
the idea began to sound more logical 
hour by hour. 

“Our sales department then put to- 
gether a rather extensive sales presen- 
tation, including photographs, artwork 
showing the suggested set, tentative 
scripts, promotional ideas, possible 
contests and even the seed of an idea 
for adding an expanded 30-minute 
show on Saturday mornings, if the 
success of the five-minute mornine 
program on weekdays justified it. 


CARAVEL 


five or six of our regular staff an- 
nouncers were assigned to this one 
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“Meadow Gold’s executives recog- 
nized the possibilities and supple- 
mented them with a number of mer- 
chandising ideas of their own. Spon- 
sorship of the weekday show began on 
March 5, 1956, and the half-hour 
Saturday program was added on July 
28 of the same vear.” 

Bill Lydle, commercial manager of 
Kztv Corpus Christi, Tex., reports that 
“about 10 months ago a man named 
Paul W. Sadler started a building-spe- 
cialties business called Sadler Indus- 
tries in Corpus Christi and led off with 
newspaper advertising. One of the sales- 
men here at KZTV, Hershel Smith, called 
on him after he had been in business 
about two months and talked to him 
about minute announcements. 

“Mr. Sadler said at the time that he 
was not doing too well with newspaper 
advertising and that he had decided to 
try television. He bought a package 
of spots that began on a Monday and 
ended the following Friday. He then 
called us Saturday morning and asked 
for five more announcements. Mr. 
Smith went out to see the account and 
found his small office overflowing with 
customers. 


“The item that was being pushed was 
Weldwood paneling for kitchens, dens, 
etc. The announcements were scheduled 
mostly in and around our 6 p.m. 
weather and news. As a result of this 
advertising, we received the following 
letter from Mr. Sadler: 


Thousand Prospects 


“ “The first week that the advertising 
ran, people came to our showroom from 
all over the surrounding area. I ob- 
tained over 1,000 names and addresses 
of persons who are firmly interested in 
Weldwood paneling, and I would like 
to emphasize that this response came 
during the first week of the campaign, 
a period during which I dropped all 
other forms of advertising because the 
response from the tv spots kept us so 
busy. . . . I feel that there is no medium 
of advertising that comes close to tele- 
vision. ” 

Railroad Salvage Store, owned by 
Gene Vance, is a volume discount house 
selling appliances and medium-priced 
furniture in Memphis. The establish- 
ment, writes Boone Nevin, sales manag- 
er of wHBQ-TV Memphis, had used tv 
for two or three short week-end cam- 





paigns in the past three years, none of 
which was sustained for a period long 
enough to see real results. The cam- 
paigns promoted special deals such as 
contests or giveaways, and while the 
results were satisfactory, the client was 
still in doubt as to television’s real po- 
tential as a major sales medium. 

The main approach of WHBQ-TV 
salesman Bob Honore was to sell Rail- 
road Salvage on diverting the $565 per 
week spent in newspaper classified-ad 
sections to a fair trial of four weeks of 
video, using a saturation of minutes. 
The client was hesitant because classi- 
fied ads had always pulled very nicely, 
but he finally decided to try tv for the 
proposed period. 

After a heavy schedule of day and 
night minutes over the full-month trial 
period, the store renewed the entire 
campaign—having seen a 34-per-cent 
increase in dollar volume over the pre- 
vious month in spite of the fact that the 
drive took place during an unprecedent- 
ed Memphis ‘rainy season and at the 
height of the recession. This volume 
figure has steadily risen, going from 
$56,000 last November, before tele- 
vision, to $118,000 this April. 
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Gene Vance’s Railroad Salvage Co. has 
seen sales mount steadily with tv ad- 


vertising. 


Owner Gene Vance asserts: “You can 
quote me. This is the best investment I 
have ever made . . . Many people in the 
furniture industry may not believe this 
story, since increases such as this are 
practically unheard of.” 

Says Lee Marts, local sales manager 
of KcMO-TV Kansas City, Mo., “There 
are, of course, many different answers 
to the question which plagues any local 
television salesman: how do you sell 
a local television advertiser? But re- 
cently we had a successful experience 
which may serve as a good example. 

“Our prospect was the James H. 
Stanton Construction Co., a local home 
builder with two large residential de- 
velopments in the Kansas City area. 
The proposed vehicle was an alternate- 
week sponsorship of the Mike Hammer 
series, 9:30-10 on Saturday nights. 

“The first hurdle we had to surmount 
was a basic opposition to tv on the part 
of the client, stemming from a brief and 
not too fruitful use of television weather 
programs about three years ago. Since 
then the Stanton firm had confined its 
advertising activities to newspapers and 
radio. 

Tv Flexibility Proven 

“Despite this antipathy, the client 
agreed to see and listen to a presenta- 
tion. With the full cooperation of his 
advertising agency, we proceeded to 
prepare an audition, utilizing all of our 
production resources. Sales, program- 
ming, newsreel photographer, produc- 
tion and art departments all played a 





part in preparing a series of sample 





commercials. To illustrate the variety 
and flexibility of television, the com- 
mercials included film, telop and live 
studio presentation. 

“The presentation was made to the 
sponsor, his sales manager and his 
ad agency. A closed-circuit audition of 
Mike Hammer, with sponsor opening, 
closing and commercials, was followed 
by a sales presentation covering au- 
dience, ratings, costs, competitive pro- 
gramming and promotion. The follow- 
ing morning we received the gratifying 
news that Stanton had decided to buy 
the show. 
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“It is a little early to report results 
yet, but after only one minor and one 
major program, the sales manager for 
Stanton states that a number of visitors 
to the exhibition homes have specifical- 
ly referred to the television show, and 
both we and the client have great ex- 
pectations for the future. 

“Of course, this particular case. his- 
tory had an optimum combination of 
factors in its favor, including good pro- 
gram and time, an open-minded even 
if negative prospect and a cooperative 
advertising agency, but it nevertheless 
is an illustration of one of our ways of 
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selling local television.” 

The Sports Roundup on KDAL-TV 
Duluth was created by the station’s 
program director, Earl Henton, some 
two years ago to give added depth to 
the regular nightly sports coverage. 
The show is a 15-minute boating and 
sports stanza running from 10:15 to 
10:30 every Monday night, helmed by 
KDAL-TV’s sports director, Marsh Nel- 
son. Among its sponsors since its in- 
ception have been Firestone, Pitts- 
burgh Paint, Central Auto and Ameri- 
can Paint. 

Because the program’s accent is on 
boating and fishing, Earl Jacott, of 
KDAL-TV’s sales department, and Bruce 
Davis, district sales manager for the 
Evinrude outboard-motor company, 
last spring contacted Evinrude dealers 
in the area and explained the show’s 
idea to them. 

“Some agreed to participate without 
further 
Grandy, 


“while others wished to talk it over 


discussion,” continues John 


KDAL-TV sales manager, 
at greater length with Mr. Jacott and 
Mr. Davis. When a dealer was in full 


agreement to participate (and we had 
a very low percentage of turndowns), 


a contract was either mailed to him 
for signature or was taken care of by 
a personal call from Mr. Jacott. 
Whichever the case, the whole story 
of the program, schedules, etc., was 
also covered by individual letters.” 

Under the title of The Evinrude 
Sports Roundup, the show was spon- 
sored by the dealer group for 13 weeks 
last spring and summer, and it was 
so successful for them that they de- 
cided to continue their sponsorship of 
it for six months this year. 


Dealer Identification 


“In preparing The Sports Roundup 
for Evinrude,” says Mr. Grandy, “our 
basic goals were familiar: (1) to 
create widespread enthusiasm for out- 
board boating, (2) to build and foster 
additional acceptance for Evinrude 
products, and (3) to tell our viewers 
where to go to learn more about Evin- 
rude. 

“We found that points 1 and 2 were 
competently handled in film commer- 
cials carefully tailored by skilled ad- 
vertising people. It seemed that our 
challenge primarily involved an effec- 
tive method of dealer identification. 


We were asked to find a way to men- 
tion 20 dealers twice in each 15-minute 
show. 

“Our art department prepared two 
‘super’ crawls, each listing 10 dealers. 
One 10-dealer crawl is used in each 
of the following positions: (1) open- 
ing format, (2) following first com- 
mercial, (3) following second com- 
mercial, and (4) format. 
When used following a commercial, 


closing 


the crawl is utilized as a tag, both 
video and audio; when used in a 
format, we take video only. A gobo 
reading “Evinrude Dealers’ masks the 
crawl. 

“This _ still unwieldy, of 
course. Forty dealer mentions in 15 
minutes might be quite a trial for even 


seems 


To make 
dealer mentions painless, yet effective, 


the most avid audience. 
in the opening and closing formats we 
superimpose the moving crawl over 
film of Evinrude boating scenes . . . 
This background motion, plus spirited 
music and unrelated audio, gives us a 
format with considerable vitality, al- 
though by the clock it’s unusually 
long.” 


“Since last September,” reports 
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William E. Coyle, director of tv sales, 
promotion, public relations and adver- 
tising for wrc-Tv Washington, “we 
have made three very important local 
sales, including Peoples Drug Stores, 
Sears Roebuck and Woodward & 
Lothrop, a department store. 

“All three sales followed essentially 
the same approach pattern—a presen- 
tation on national and local television 
crowth and importance, and a _ live 
commercial demonstration session in 
our studios, with all spots (20’s and 
minutes) tailor-made and _ produced 
just as they might go on the air. 

“The Woodward & Lothrop sale 
brought the store back into tv after 
an eight-year hiatus. Sears, in the past, 
has had infrequent excursions into the 
medium, but never on such a large- 
scale and extensive period. Peoples 
has just signed a 52-week renewal, 
and Woodward & Lothrop is finishing 
up its second 13-week contract and is 
considering either a 26- or 52-week 
renewal. Sears has just signed for 13 
weeks. All spots are live, and the mer- 
chandise includes such items as iron 
fences and outboard motor boats.” 


..and remember 
commercials 
produced hy 


Film Prod. Inc., 16 E. 52nd St., N.Y. 22, PL 5-3965 






















Walter A. Bowry JIr., of wrvr 
Richmond, states: “Since our start in 
television dates back to 1948, our staff 
has experienced just about every sales 
situation. In the very beginning, there- 
fore, it became necessary to educate 
our local clientele to the value of tele- 
vision in general and wTvRk specifi- 
cally. 

“Following the principle that any 
business can spend advertising monies, 
if by so doing they can make money, 
it became our objective 10 years ago— 
as it is today—to provide the creative 
ideas, advice and counsel to make ad- 
vertising on WTVR fulfill the above 
function. As a result of this back- 
ground, our sales department is con- 
sulted by any number of important 
local advertisers before they commit 
themselves to any particular advertis- 
ing plan. 

“Following a contract-signing, it is 
then that our work really begins, not 
only in the performance of the con- 
tracted time, but rather in promotional 
and merchandising assistance too. In 
other words, we work perhaps more 
diligently to make a campaign effec- 
tive than we do in securing the con- 
tract. How well this theory has bene- 
fited us is attested by the fact that 
our schedule remains in a virtually 
sold-out condition. with renewed 
clients constituting the bulk of our 
business. 

“This system of selling, however, 
just does not happen. It requires not 
only confidence but a _ deep-seated 
understanding and ability on the part 
of each sales representative to analyze 
and evaluate his account’s require- 


ments for success.” 
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Film (Continued from page 31) 


never believed in a hard-sell campaign, 
because in my opinion people do not 
like to be pressured into buying. Con- 
sequently, our approach is a soft one. 
We do not enter into the home via tele- 
vision commercials with a great fan- 
fare. We try to tell our story simply and 
quietly in the hope that the listener will 
be convinced sufficiently to warrant her 
trying Lestoil initially. In our case, 
particularly where we saturate the air 
waves via television so thoroughly, any- 
thing other than soft sell would do us 
more harm than good. 

“We also have followed a policy of 
selling our product in a positive man- 
ner, and at no time do we draw com- 
parisons to the detriment of other 
products as a group, because in our 
opinion it is not good selling,” Mr. 
Barowsky says. 

Procter & Gamble, by far the leading 
spot tv advertiser in 1957 ($25,916,840 
for some 39 products), spent an esti- 
mated $8,454,700 in spot television in 
the second quarter of this year. A 
spokesman for the company points out 
that although spot is used for almost all 
of its products, a combination of vari- 
ous methods is used, depending upon 
the needs of the brand being adver- 
tised. Thus, hard sell or soft sell, live 
action or animation, may be utilized. 
The decision over which type of com- 
mercial to use is contingent on the copy 
strategy of the brand concerned. 

The H. J. Heinz Co. also uses both 
animation and live action, and its sales 
strategy varies from hard sell to soft 
seli. “Because we have a large number 
of food products,” says Alvin J. Adams 
of the advertising department, “and be- 
cause for a long period of time we had 
two shows running, and now have four 
quarter-hours of daytime shows, we use 
a large number of commercials. Be- 
cause of this we feel it is necessary to 
get variety into our commercials, and 
in order to do this we use both anima- 
tion and live-action film commercials, 
and we also use hard sell and soft sell. 

“We believe that animated commer- 
cials give us an opportunity to lighten 
the tension and even at times to poke a 
little fun at ourselves in the belief that 
the public does not take us as seriously 
as we might all like to think they do, so 
consequently in this fashion we are 
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able to identify ourselves with the 
audience.” 

In Mr. Adams’ opinion, there is room 
for both kinds of sell in the food field. 
“T think an observation of other food 
companies’ commercials will indicate 
that they use both kinds also—possibly 
in an attempt to give greater variety to 
their approach.” Exceptions to this, he 
adds, would be when a new product is 
being introduced or a selling campaign 
is under way on a particular product or 
group of products. H. J. Heinz, accord- 
ing to TvB, spent an estimated $1,621.- 
790 in spot television last year. 

The M.J.B. Co., for its coffee, tea and 
rice, invested $1,473,340 in spot tv in 
1957. P. H. Beuter, advertising man- 
ager, points out that there are many 
“ifs,” but that in general, “for our pur- 
poses and our objectives, we feel that 
animation serves our purpose better 
than live action.” 


Which is Which? 


In regard to hard sell as opposed to 
soft sell, Mr. Beuter says, “I’m not sure 
whether I could distinguish where soft 
sell stops and hard sell starts. I think 
our spot commercials fall into the hard- 
sell class, because they stress a ‘more 
for your money’ feature and tell the 
consumer how to check it. On the other 
hand, we try to do it with a little 
humorous wrinkle that takes the curse 
off of straight selling. We have had ex- 
cellent results, but I guess the same 
thing could be said of Wilkins and their 
Muppeteers.” 

he Carling Brewing Co., according 
to Robert C. Garretson, vice president, 
advertising, has no reason to prefer ani- 
mation over live action, or vice versa. 
“We have had good luck with both 
types of commercial,” says Mr. Garret- 
son. “We have found live action more 
effective in registering our ‘Mabel, 
Black Label’ symbol, but we have used 
live tags without much difficulty in con- 
nection with animated commercials.” 

The company prefers a soft-sell ap- 
proach, he says. “It is our feeling that 
a product like beer can be sold most 
effectively by getting a favorable emo- 
tional response to the product, rather 
than by trying to argue its merits. It 
seems to us that there is very little real 
meaning in much beer advertising 
which attempts to describe the physical 
qualities of the product. High-pressure 


selling is probably not too effective for 
our kind of product, but this does not 
mean that low-pressure selling, aimed 
at getting a favorable association for 
our brand, is necessarily soft selling.” 
Carling invested $182,310 in spot tele- 
vision last year, according to TvB. 

A spokesman for Swift & Co., which 
spent $286,280 in spot tv in 1957, 
points out that there are many factors 
to be considered before making a de- 
cision on production technique. For in- 
stance, if a food product is the subject. 
appetite appeal is important. But can 
animation stimulate appetite appeal? 
Other products, he notes, lend them- 
selves very well to animation. Cost is 
still another important consideration, 
the Swift spokesman says, and another 
would be whether the animation does 
more than merely entertain. 

Swift does not believe in hard or soft 
sell, but in “sell.” The emphasis placed 
in a comercial depends on the needs of 
the particular product being advertised, 
and these needs may vary, the company 
spokesman says. 

Wm. Wrigley Jr. Co. feels that a de- 
cision on whether to use animation or 
live action would “depend entirely upon 
what story you were trying to get across 
to the consumer,” says Wrigley Offield, 
advertising manager, Mr. Offield has 
some reservations about hard sell: “For 
our products, we find a soft-sell com- 
mercial is most efficient.” The Wrigley 
Co. spent $1,968,000 in spot tv last 
year, according to TvB estimates. 

The Dr. Pepper Co., according to 
John C. Simmons, national advertising 
manager, is strongly committed to ani- 
mation. “We believe that our device of 
two stylized St. Bernards can be 
achieved only through animation,” he 
says. “Through recall surveys and other 
check points we have determined that 
the St. Bernards are extremely popular, 
and through their use over the past two 
years we have developed them into 
specific symbols with exact potentials, 
mannerisms and personalities. These 
factors can be expressed only through 
full animation.” 

The company does not believe in 
hard or soft sell, he says. “The most 
effective commercials for Dr. Pepper 
contain a delicate balance between hard 
and soft sell. We believe that the com- 
mercials must be entertaining, warm 
and friendly, but they must get over the 
point of Dr. Pepper’s distinctiveness, 








energy rebuilding and refreshing quali- 
ties.” The Dr. Pepper Co., says TvB, 
invested $1,031,720 in spot television 
last year. 

The American Tobacco Co., with 
over $3 million invested in spot tv last 
year, reports a great deal of success 
with its “Happy Joe Lucky” animation 
over a period of years. This year 
American switched from it to concen- 
trate on one type of commercial. The 
company is using graphic illustration 
for its duo-filter Tareytons on the 
theory that this is the best way to get 
across the idea of two filters. 

Karl Schullinger, advertising man- 
ager, says that while American Tobacco 
doesn’t consider its commercials as soft 
sell, they are not hard sell in the sense 
that some television advertising is. The 
commercials don’t underplay the sell, 
he says, and those employed for Tarey- 
tons are very specific and strong. 


Place for Both 


Mal Baumgarten, advertising man- 
ager of Rayco Manufacturing Co., says 
that there is “definitely a place for both 
forms of tv film commercial. I feel four 
variables affect a decision as to which 
form of commercial should be used. 
The four areas are: (1) the marketing 
process and nature of the product and 
the distribution of same; (2) the set- 
ting surrounding the commercial (in 
other words, is it on a program or a 
spot occurring during a movie or sta- 
tion break?); (3) the purpose of the 
commercial itself (is the purpose to 
create a brand image, or is the purpose 
an immediate call to action to purchase 
the product?), and (4) does the ani- 
mation itself take away from the sales 
image of the product within that com- 
mercial? All of these variables must be 
taken into consideration in any decision 
concerning the relative merits of anima- 
tion as compared with live action in 
film commercials.” 

Rayco spent $1,037,940 in spot tv in 
1957, utilizing both hard-sell and soft- 
sell techniques. “In a new market where 
we are just breaking in,” Mr. Baum- 
garten explains, “or in a market where 
the competition is very vocal and 
strong, the hard sell would be more 
effective. In a market where our prod- 
uct is the brand name, a soft-sell com- 
mercial would certainly be more pref- 
erable. 

“Frankly, 1 am not clear on the 





John Harkrader, assistant vice president 
of the Times-World, has been promoted 
to manager of WDBJ-TV Roanoke in a 
division of television and radio broad- 
cast activities, it has been announced 
by Ray P. Jordan, vice president of 
broadcasting for the corporation. At the 
same time, the appointment of Frank E. 
Koehler as manager of woBJ radio was 
announced. Mr. Harkrader has been 
with the stations since graduation from 
college, most recently as assistant man- 
ager of radio and television. 


definition of hard sell versus soft sell. 
Are we referring to shouting as opposed 
to whispering? I would hope by hard 





sell versus soft sell we do not mean 
good, strong, direct selling versus weak, 
wishy-washy, non-directive interpreta- 
tion of same.” 

The Maybelline Co. prefers live- 
action film commercials, according to 
Thomas L. Williams, president, treas- 
urer and advertising manager. May- 
belline, which invested $1,168,860 in 
spot tv last year, considers the soft-sell 
commercial the most efficient sales 
method. The company’s expenditures in 
spot tv in the second quarter of this 
year amounted to $314,900. 

The Bristol-Myers products division 
of the Bristol-Myers Co. has leaned 
heavily toward animation. D. S. Frost, 
vice president, explains this: “In my 
opinion, animation allows more latitude 
of situation than does a live-action com- 
mercial and frequently enables the ad- 
vertisers to insert a charm or per- 
sonality into the commercial which is 
rarely possible in the use of live action. 
I think these are the most important 
reasons we use animation as extensively 
as we do.” 

In the hard-sell-versus-soft-sell con- 


(Continued on page 104) 
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KMOX-TV 


(Continued from page 35) 


its personnel, and subsequently it has 
given “progress reports” to its viewers. 
Gene Wilkey comments that the time 
required to establish the station in 
community prestige was shortened by 
a year as a result of the successful open- 
ing and subsequent events. 

The off-screen actions which helped 
establish the new station’s personality 
were, however, only supporting actions 
to the programming. 

Much of KMOX-TV’s success lies in 
the manner in which public affairs and 
public service (the terms are considered 
to mean the same thing by KMOX-TV 
people) are integrated into the whole 
program schedule. Believing that public 
affairs and station prestige would go 
time, money and 


together, much 


thought went into this phase of the pro- 
gramming. At the six-month mark, it 
was clear that public service, profes- 
sionally presented, had set the stage for 
commercial profit. 

Today, 10 per cent of all programs 
on KMOX-TV and 30 per cent of the lo- 
cally originated programs are news or 
public affairs. One of these programs, 
Eye on St. Louis, is currently among 
the top 10 multi-weekly shows in the 
area, a position which challenges many 
successful entertainment programs. 

A good deal of this public-affairs 
programming must be termed “educa- 
tional,” but the ratings and the mail 
have proven to the KMOX-TV manage- 
ment that education and community af- 
fairs command audiences when pre- 
sented with originality, vitality and the 
professional production skills usually 
reserved for sponsored programs. 

With exactly 16 days’ firm notice of 
the date the new programs would go 
on the air, program director Leon Drew 
and his staff were forced to do a monu- 
mental job. They were, Mr. Drew re- 
calls, 24-hour days. At the start, the 
staff was too small to execute the cali- 
bre and the number of live programs 
scheduled. Only two studios were avail- 
able for production, for during these 
initial months the studio building had 
to be shaved with Kwx Radio. 

“We had to use ingenuity in set de- 
sign and a very intricate production 
and rehearsal schedule to do the job,” 
Mr. Drew says. “We had to get the 
shows on the air and do it with the 


‘ 


professionalism which we wanted our 
viewers to expect from us. We knew 
how important are first impressions.” 

Innovations were introduced by 
KMOX-TV during the first week of op- 
eration—expensive innovations which 
are still on the air helping to increase 
the station’s popularity. Among them 
are: vastly expanded news coverage; 
two feature movies a day chosen from 
a library of 200 feature films on con- 
tract, and a music department, includ- 
ing a director, arranger, librarian, 
copyist and 14 musicians, used by both 
commercial and public-affairs shows. 

Regarding KMOX-TV’s news coverage, 
“our basic objective,” says Spencer 
Allen, chief of the department, “is to 
provide complete local news coverage, 
as well as to implement the national 
coverage of the news as it relates to 
local events or people.” 


Special Coverage 

For example, when the St. Louis 
area is involved in a Congressional 
committee investigation, as in the case 
of the Greenlease money by the Mc- 
Clellan committee, KMOX-TV arranges 
for additional footage and testimony 
from CBS News in Washington, for use 
locally. This coverage is much in ex- 
cess of what is customarily furnished 
by Washington for national use. 

In St. Louis, two crews film events 
of area interest, a coverage actually of 
large sections of Missouri and Illinois. 
KMOX-TV maintains contacts in the two 
state capitals, and when necessary, the 
film crews travel to these cities, or any 
other cities within the station’s primary 
area. “But we will not make film just 
for film’s sake,” says Mr. Allen. 

Each week, a newspaper editor in 
KMOX-TV'’s coverage area is invited to 
appear on Spencer Allen’s Weekly News 
in Review program. The editors dis- 
cuss the news of the week as it applies 
to their own community, and then talk 
about their towns in terms of problems, 
aims and hopes. This feature is one of 
the most successful of the station’s steps 
to make itself a part of all of the com- 
munities within its primary area. 

No second-cousin-twice-removed, the 
public-affairs department of KMOX-TV 
is an arm of general management and 
reports directly to the program director 
and general manager, and the programs 
are an integral part of the over-all pro- 

gramming. 





Says the department’s director, 
Parker Wheatley: “We feel that the 
public-affairs programs create the per- 
sonality of a station in its community. 
Our whole idea is to offer public af- 
fairs with a punch—the kind of punch 
which pulls audiences.” 

Historically, this department began 
with the original CBS application to 
the FCC for a St. Louis license. At that 
time, great pains were taken to consult 
cultural, educational, religious and 
other leaders of the community to de- 
which CBS 
could meet in this field of service. To 
a large extent, the plans made on the 


termine the basic needs 


basis of this early study, which was 
directed by Gene Wilkey, have been 
carried out. 

The centerpiece of KMOX-TV’s public- 
affairs broadcasts is Eye on St. Louis, 
a 15-minute program sandwiched each 
night between the 10 O’Clock News and 
the Late Show. Its emcee is Mr. Wheat- 
ley, who combines commentary, per- 
tinent film and interviews on subjects 
which are much like the weather in that 
they change every night. 

“We try to keep the Eye fluid—to 
show improvement of life in the com- 
munity, to show the problems, attrac- 
tions, events that arise within the St. 
Louis metropolitan area,” says Mr. 
Wheatley. “We show not only what 
originates in St. Louis but also what is 
attracted to St. Louis. We have tried 
to stimulate the thinking of our view- 
ers by presenting, in an interesting way, 
information on subjects that may some- 
times be controversial but are always 
on the human-interest side. 

“The variety of material available in 
a metropolitan area is endless. Our job 
is to research, to obtain the right per- 
sonalities and to make full use of the 
tools of television.” 

In addition to Eye, KMOX-TV’s regu- 
larly produced public-affairs programs 
include Quiz-A-Catholic; a new type of 
religious show called Sunday, which 
includes religious news, weather, time 
announcements and features pointed to 
the application of religion to everyday 
life, and a popular Lutheran program, 
The Way of Life. For children, in ad- 
dition to the network Captain Kan- 
garoo, KMOX-TV picsents A Basket, A 
Box and a Bus, an original live pro- 
gram using puppet stories to stimulate 
creative activity. 

New on Sunday afternoons is a pro- 











gram called Musical Mosaic, in which 
KMOX-TV “dares” to put on a piano 
player, who plays and comments on the 
story behind music, on_ structure, 
phrases and composers. 

The station tries to complement net- 
work news and public affairs with local 
live programs such as Close-up, which 
permits local viewers to meet and know 
various national figures, interrogated 
by the St. Louis members of the Ameri- 
can Bar Association. 

While the public-affairs department 
must, like any segment of any station, 
live on a budget, money has been spent 
generously to make this portion of 
KMOX-TV's programming reflect station 
policy effectively. Leon Drew estimates 
that $350,000 in time and production 
costs have been invested by the station 
in public-service programming during 


the last quarter. 
Public Affairs 


In August, the station scheduled 27 
public-affairs programs weekly, in ad- 
dition to four programs and two hours 
of network public affairs and also in 
addition to 14 religious programs which 
open and close the day’s broadcasting. 
Added to this are about 150 public- 
service spots each week. 

Sponsors speak well of KMOX-Tv’s co- 
operation in promoting programs, and 
the policy behind the station’s approach 
to this problem is explained by sales 
manager Charles McAbee: 

“We honestly admit that it’s in our 
own self-interest to help our advertisers. 
Making time available is not enough. 
If we can improve the rating of a com- 
mercial show, we are improving the 
total rating of KMOXx-Tv. So we have 
put in a lot of effort to get the maxi- 
mum promotional build-up from our 
own facilities, from the resources avail- 
able to the sponsor and the advertising 
agency. We take the initiative in calling 
a conference to explore what each of 
us can do best to promote the show.” 

An example of this is cited in the 
instance of the sponsorship by the 
Laclede Gas Co. of the historically sig- 
nificant film, The Russian Revolution. 
Advance promotion included all-out 
on-the-air activity, station-placed pub- 
licity and display advertising, sponsor- 
placed ads-and promotion, through the 
station’s public-relations counsel, via 
bulletin-board announcements in the 


area’s major industrial plants. 


One of the most important of the 
KMOX-TV objectives stated at the start 
was service to the entire area. This area 
includes dense St. Louis City, sprawl- 
ing suburban St. Louis County and ad- 
jacent rural Missouri counties, the in- 
dustrial Illinois along the Mississippi 
River and the suburban small-city and 
rural areas of southern Illinois. 

The manner in which the station has 
accomplished its service objective is re- 
flected in the comment of the president 
of the Chamber of Commerce of metro- 
politan St. Louis, who expressed the 
organization’s “appreciation for the 
outstanding spirit of community service 
that is rapidly becoming a hallmark of 
KMOX-TV programming.” 

Appreciation for this approach has 
also been voiced by educational lead- 
ers, and by the civic groups particu- 
larly concerned with educational tele- 
vision in St. Louis. CBS Foundation, 
Inc., recently made a $5,000 cash con- 
tribution to KETC, the educational sta- 
tion in St. Louis which is supported by 
the two local universities, the school 
system and by public contributions. 
Equally appreciated, says KETC’s man- 
ager, Henry Chadeayne, was the dona- 
tion of equipment, no longer required 
at KMOX-TVv, but sorely needed by the 
ambitious but under-financed educa- 
tional station. 

In progress at KMOX-TV now is studio 
expansion which will relieve many of 
the production problems. Also in prog- 
ress is the construction of a new trans- 
mitter project which will increase the 
coverage area by 45 per cent. 

Program-wise, two additional pub- 
October. 
Their working titles, subject to change. 


lic-affairs shows begin in 


are Our City’s Treasures, a weekly re- 
mote telecast from the Art Museum, 
the Botanical 
points of cultural interest, and Camera 


Gardens and _ similar 
Four, which will explore fine arts, edu- 
cation and entertainment in the area. 

As to the future, general manager 
Wilkey says: “We will continue to find 
new ways to contribute to the area we 
serve. There will be more, not less, of 
the ‘in depth’ public-affairs reporting 
for which we are now becoming recog- 
nized. We want to be first choice for 
news, for entertainment, for under- 
standing of the issues which affect all 
of us in this area. To be first, we must 
earn our position over again every day, 
and with every program.” 
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Film 


troversy, Bristol-Myers can be said to 
be on both sides of the fence. “It is im- 
possible for me to categorize our com- 


(Continued from page 101) 


mercials as hard or soft sell,”’ Mr. Frost 
says. “In the case of a dentrifice, for 
instance, we have found the animated, 
soft-sell approach to be extremely efh- 
cient, whereas in the case of more seri- 
ous products, such as headache reme- 
dies, we believe that we have to main- 
tain the direct type of sell which you 
would probably interpret as the hard- 
sell approach.” The company’s expendi- 
tures in spot television last year 
amounted to $2,131,010. 

The Block Drug Co., which invested 
well over $2 million in spot tv in 1957, 
places television advertising for ap- 
proximately eight different products. 
Each has its own problems, and each 
one calls for a different approach, ac- 
cording to A. L. Plant, advertising man- 
ager. “We like animation where we are 
trying to register a name or to get over 
an intangible idea. We find we can do 
many visual tricks that help to achieve 
these objectives. For instance, we have 


an animated commercial for Rem cough 


SOUND 
MASTERS 
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Bill Bailey is the director of operations 
for Koco-tv Oklahoma City, it has been 
announced by Charlie Keys, general 
manager. Mr. Bailey is a veteran of 16 
years in the broadcast business. 


medicine. The primary problem was to 
get the name before the public in a 
positive and memorable manner and, 
naturally, associate it with the benefits 
of the product. Jingle and animation 
made it possible for use to use the 
product name 16 times in our sound- 
track and to spell it out an additional 
two times. The product name was on 
the screen at least 30 seconds in a one- 
minute commercial. All of this was ac- 
complished, we believe, without making 
the commercial offensive, tiresome, or 
non-interesting. 

“We also find animation helpful in 
combination with live action. We have 
a new Py-Co-Pay toothbrush commer- 
cial where we use the animation first to 
point up the difficult areas where the 
brush reaches and then to show the 
action of the brush. 

“On the other hand, we have done 
commercials for many other products 
where the realism and sincerity of live 
actors in believable situations have been 
most important. We had occasion to use 
social situations frequently, pointing 
out certain dangers that the use of the 
product overcomes or prevents.” 

The product and problem also dictate 
whether hard sell or soft sell is used to 
move the brand, Mr. Plant says. “The 
Rem commercial mentioned previously 
can well be considered soft sell, whereas 
the Py-Co-Pay commercial belongs to 
the hard-sell school. We do believe, 
however, that there is always an ad- 
vantage in building positive and pleas- 
ant brand image, and we strive for this 
whenever possible.” 

As responses to the survey indicate, 
animation has become an integral part 


of television advertising. Although live 
action still has a decided edge (and 
will probably maintain this edge) , the 
pen-and-ink process has opened up new 
possibilities in advertising. In the future 
the techniques will probably comple- 
ment each other. 

The animated commercial will insure 
the continuance of the tv film commer- 
cial business long after videotape be- 
comes an accepted way of producing 
commercials. Animation must be put 
on film. 

Sales philosophies probably will re- 
main unchanged. Advertisers have very 
definite ideas on how to sell a product, 
and they are seldom amenable to any 
frivolous new idea. Unless, of course, it 
will help sell the product. 





WBTV ‘First? 

wBTv Charlotte, the first tele- 
vision station to acquire an RCA 
color videotape recorder, lost no 
time in establishing what may be 
another first in the field: it origi- 
nated, tape-recorded and played 
back on the air one of its programs 
in full color. 

The program was The Betty 
Feezor Show, which was tape- 
recorded between 11 and 11:30 
a.m. one day early this month, and 
played back between 1 and 1:30 
p.m. Charles H. Crutchfield, ex- 
ecutive vice president and general 
manager of the Jefferson Standard 
Broadcasting Co., delivered a short 
talk. Thomas E. Howard, engineer- 
ing vice president, discussed tech- 
nical aspects of the machine, and 
Kenneth I. Tredwell, wstv vice 
president, described programming 
plans utilizing the new equipment. 

Cost of the entire installation 
was in excess of $100,000, and en- 
ables the station to record either 
color or black-and-white programs 
and commercials, for playback at 
any desired time. 

The machine is the seventh mar- 
keted by RCA and the first deliv- 
ered to a station. First six models 
were shipped to NBC-TV record- 
ing centers. 

WBTV, in addition to its tape 
equipment, utilizes color in many 
ways—for local live programs, 
film, slides and opaques. 
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Use of Free Film 


Approximately 99 out of every 100 television stations use free films, 
according to a survey conducted for Modern Talking Picture Service, Inc.. 
by John T. Fosdick Associates, New York research and opinion-polling 


organization. 


On these stations, free film is used on the average of 3.7 hours a week, the 
study revealed. Average time devoted to free film during the week amounts 
to 1.9 hours, while 1.8 hours is telecast on Saturday and Sunday, according 


to the survey. 


Film directors of 529 television stations were polled, and 359, or 69 per 
cent, responded. Modern Talking Picture Service has issued the results of 
the survey, titled How Television Stations Use Business Sponsored Films. 
Some of the findings include the following: 84.8 per cent of the respondents 





telecast free films at least once a week; 10.4 per cent at least once a month, 


and 4.8 per cent less than once a month. 
The majority of these films are shown during afternoon time slots—71.79 


per cent, to be exact. Another 24.69 per cent are aired during nighttime 
hours, and 3.52 per cent are presented in the morning. 


The survey also found that unrequested free films submitted to stations 
are almost always an annoyance. Some 92 per cent of the stations respond- 


ing said they have received free films that were not ordered, and of these 


65.9 per cent found the practice annoying. 


Some 78 per cent of the stations polled expressed a preference for a series 


of related free films, rather than one-shots. Preference for length of time was 


almost evenly split between a quarter-hour and a half-hour—34.5 per cent 


preferred 15 minutes, and 37.7 per cent preferred half-hour films, while 


27.8 per cent had no preference. 


Stations were asked how many episodes can be considered a series, and 














avd to the commission itself ‘n deciding 
adversary proceedings in the future,” 
said FCBA. “The statement of policy 
would apply to all types of adversary 
proceedings, i.e., comparative hearing 
cases, protest cases, 307 (b) cases and 
proceedings in which parties have inter- 
vened on the grounds of electrical inter- 
ference or economic injury. 
“Furthermore, it should apply to the 
settlement of conflicts by ayplicants, 
bcfore as well as after applications are 
designated for hearing:. We belicve the 
statement should reaffirm the comnmis- 
sion’s present policy of encourag ng the 
elimination of protracted litigat'on. 
provided settlement of such litigstion 
does not require the commission to con- 
done any abuse of its processes. . . . 
“The commission’s experience may 
indicate that there are other matters 
wth respect to which a showing should 
be made before the commission acts on 
an application which becomes uncon- 
tested as the result of a private agree- 
ment among the parties. On the basis of 
such a showing the commission would 
have ample authority in appropriate 
cases to provent an unscrupulous party 
from obtaining a reward through an 


abuse of the commission’s processes.” 


69.5 per cent agreed that 13 segments were a minimum; 19.9 per cent said 
between six and 13 episodes constituted a minimum; 6.9 per cent felt that 
fewer than six episodes were a minimum, and 3.7 per cent said that more 
that 13 episodes were needed for a series. 





CAMART 
Dual Sound Reader 


The vast majority of stations, according to the survey, prefer dealing 
with film distributors, rather than with individual companies. Over 86 per 
cent of the respondents preferred distributors, while only 7.4 per cent pre- 
ferred dealing with the individual companies. Another 6.3 per cent had no 
preference. 

Many film directors penciled-in comments on their questionnaires, cover- 
ing commercial content, production techniques and subject matter, and these 
are quoted in the booklet published by Modern Talking Picture Service. 














Memo (Continued from page 75) 

type of ‘strike’ application but should 
direct its efforts towards the elimination 
of all types.” 


EXPLANATION SOUGHT. The attor- 
neys also suggested that, in addition to 
seeking drastic legislation from Con- 
gress, the FCC should issue a policy 
statement setting forth the circum- 
stances under which the seitlement of 
adversary proceedings before the com- 
mission by the payment or acceptance 
of money or other consideration might 
involve the abuse of commission 
practices. 


“The statement of policy would serve 
as a guide to the parties, to examiners 





Blocki Named 

John Stebbins, midwest vice 
president of the Bolling Co., has 
announced the appointment of 
Gale Blocki Jr. as sales manager of 
the company’s Chicago office. A 
co-founder and former partner of 
Simmons Associates, Mr. Blocki 
was midwest director of the Radio 
Advertising Bureau and served for 
16 years as vice president of John 
Blair’s Chicago office. 
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News (Continued from page 23) 


taculars. Paper-Mate Pen used a “Shop- 
ping late? Give Paper-Mate!” theme 
in a spot schedule so intensive the 
melody still lingers. 

But local retailers do not have un- 
limited budgets for saturation spot 
schedules or huge musicals. Yet, many 
of them use video for eminently suc- 
cessful Christmas promotions. A new 
brochure published by the Television 
Bureau of Advertising for distribution 
to member stations and retail stores 
shows how numerous retailers have 
blended imagination and sound promo- 
tional ideas in Christmas campaigns. 

Examples from the illustrated bro- 
chure: 

Malley’s Store, New 


Haven, used 10 live spots a week, with 


Department 


a 10-second filmed introduction pan- 
ning from the decorated store-front 
through the doors and to an interior 
shot of the crowds. Cutting to live, a 
hostess displayed an item from one de- 
partment, demonstrated it and gave the 
price. After showing a second item, she 
suggested the purchase of a gift cer- 
tificate. took 
through two departments each day. 

In Baltimore, K. Katz & Sons used 
12 minute spots a week in feature films. 
Live personalities demonstrated every- 


Commercials viewers 


thing from shirts to ashtrays to beer 
mugs. “In some cases the items were 
sold out,” says the company president, 
“and there were specific calls for the 
merchandise in every instance.” 

New York’s Macy’s and Newark’s 
Bamberger’s stores promote their toy 
departments via special personality-in- 





The appointment of Howard W. Masch- 


meier (l.) as assistant general manager 
of wnuc-Tv Hartford-New Haven has 
been announced by Roger W. Clipp 
(c.), vice president, radio and tele- 
vision division of the Triangle Publica- 
tions. Edward D. Taddei (r.) will con- 
tinue as general manager of WNHC-TV. 
Mr. Maschmeier has been associated 
with Triangle radio and television for 


the past five years. 


terviews in children’s shows. Santa 
Claus or the store’s toy buyers demon- 
strate toys with the program emcee. 
Wolf & Dessauer of Fort Wayne be- 
gan a quarter-hour program of Santa 
children 


Christmas desires, and eventually in- 


interviewing about their 
creased the show to a half-hour when it 
proved so successful. In the show, Santa 
displayed toy items between each inter- 
view. Filmed inserts promoted store 
hours and services. No direct sell was 
used, but switchboards were kept busy 
with calls from parents whose kids had 
seen the displayed toys. 

TvB’s folder describes how store fea- 
tures—lay-away plans, gift counselors, 
gift wrapping, etc.—can be promoted 
on tv. A chart lists the various depart- 
ments of a retail store that do more 
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SALES INC. newyork 22, N.Y. 


39 HALF HOURS 


A dramatized account of the 
greatest events and outstanding 
stories of World War II. True life 
stories of courage and heroism 
in times of battle. Filmed expressly 
for TY, on location. 











than 25 per cent of their annual sales 
volume during November and Decem- 
ber, making them the most promotable 
departments. 

An important extra on the sales kit 
is a cover space where the call letters 
of the local station can be imprinted. 
The brochure can then be included in an 
over-all Christmas presentation, left on 
a prospect’s desk or used as a mailing 


piece. 


In-School Television 


Commercial television is bringing the 
three r’s to schools in 10 counties in 
southern Indiana. An educational pro- 
gram, involving six different courses in 
the regular curriculum of 67 participat- 
ing schools, is being presented by wrvw 
Evansville on a cost basis. 

The commercial outlet has made its 
studios and facilities available fow 
hours each morning (8 a.m.-noon), five 
days a week. Cost is being shared by 
the Fund for the Advancement of Edu- 
cation, a division of the Ford Founda- 
tion, and by 16 participating school 
corporations. First year budget has 
been set at $150,000. 

The television project is under the 
general supervision of the Southwestern 
Indiana Educational Television Coun- 
cil, which is composed of the superin- 
tendents of the 16 participating school 
corporations. Over 11,000 students, in 
elementary schools and high schools, 
are exposed to subjects such as ninth- 
grade English, geometry and United 
States history. Since WTVW is a com- 
mercial station (operating on channel 
7), the courses are available to the 
general public. 

The financing plan was approved by 
the State Board of Accounts, and aca- 
demic credit for the tv courses was ap- 
proved by the General Commission on 
Education in Indiana. According to 
Dick Shively, manager of wtvw, the 
telecasts represent “the first case of a 
commercial television station being 
used for in-school educational television 
on an area basis.” 

The method of selecting pupils to 
receive tv courses varies with each 
school corporation. Sometimes, where 
enrollment is limited, all pupils in a 
particular grade may participate. And 
sometimes, the problem of seating 01 
scheduling may force a random selec- 


tion of pupils. 






















100% 
WHOLE 
SAMPLE 









This year, of all 17 years since 1941, we have enjoyed our greatest business. 
Recession-wary executives must have said to themselves, “This is no time 
to monkey around!” So they investigated—bought Pulse—and use the 
mine of qualitative Pulse information profitably. 


Pulse alone delivers the 100% whole sample. Unlike mail-diary, meter, or 
telephone methods that miss millions—the educationally handicapped mil- 
lions unable to cooperate in paper work; the indifferent 
millions who refuse the chore of record keeping; the 
millions who lack phones — Pulse alone uses direct, face- 
to-face interviewing right in the home. 


Information from 3,000 trained interview specialists 

reaches you in ample time for important decisions, For 
Pulse rings door bells your Network TV investment, for your indiyidual mar- 
.. . . interviews families ket-by-market implementation, let us show you how 
in their homes Pulse may be able to help you during 1959. A personal 
interview will be appreciated. Please write—or phone 
Judson 6-3316. 


730 FIFTH AVENUE 
NEW YORK 19, N.Y. 


ULSE, Ine. 


“Only U.S. Census talks with more families” LOS ANGELES + CHICAGO + LONDON 


Largest Scientific Sampling 
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SALES PROMOTION * AUDIENCE 

| | PROMOTION * MERCHANDISING # 

S | = | fe PUBLICITY * PUBLIC RELATIONS * 
"© COMPETITIVE MEDIA PROMOTION 

* TRADE PAPER ADVERTISING 
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These are the top subjects to be studied in 
fof-ye)agme-) am daliceme-lalalel-] i ied, Wl-le0))el-] am Clal-1- 
Hotel, St. Louis, November 16 through 19. 
NY foks) axe) mm damn @0) of ©) gey-1e (orb) am 8) ae)anle)elelaimele-lials 
fe ’ in the industry will be bustin’ with ideas for 
stations.big and small, in big markets and 
small towns, radio and TV. 


If you've got a stake in broadcast promotion, 


you'll want to meet us at the Chase. _ 
a ag 
hi 


Full and partial registrations bre available 
now. You can inquire at BPA Headquarters, 
ESTOR Tole dame) ¢-)¢-Bs) dg -1-1 om Oia) (er-) 10 for Informa: 
drolamelamialeihvaleler-1m-1-1-s)1e) ab 


SA 
OL 


Mr. William E. Pierson 
Broadcasters Promotion Assn., 190N. State Street, Chicago 1, Illinois 


WE 
30 


Please reserve places for me at the BPA 
Seminar at the Chase Hotel, St. Louis, Missouri, Novem- 
ber 16 through 19. My check is enclosed for full regis- 
tration—$35.00 


NON name 
ill ant Wl mS appress 


\ i\ N : 
accep a ee, SEs 


~~ 
\A\a 


b\2) CF 4 


I will make my own hotel reservation. 


CLIP OUT AND MAILTMBS Goaamarcance 


A | 108 October 6, 1958, Television Age 


REDE 
b\S) CF 4 








In the picture 


William B. Templeton, vice president anJ television-radio director of Bryan Houston, Inc., 
has announced the appointment of Roy Passman as manager of the tv-radio department of 
the agency. Mr. Passman comes to Houston with a diversified background in network and 
station management that has included 10 years with CBS Radio in New York and holding 
down the positions of production manager of wrop Washington, program manager of WOL 
Washington and operations manager of the one-time DuMont Television Network. Prior to 
joining Houston, Mr. Passman was manager of NBC-TV network program administration 
and, previously, assistant television network program manager. During World War II he 
served in London as traffic manager of ABSIE (American Broadcasting Station in Europe). A 
native of White Plains, N. Y., Mr. Passman is a graduate of Pratt Institute. 


















































John R. Sheehan has been named director of national sales of the Television Bureau of 
Advertising, succeeding Halsey V. Barrett, who resigned Oct. 1, acording to an announce- 
ment by TvB president Norman E. Cash. Mr. Sheehan joined the organization in February 
1957 as a sales executive. Prior to that, he had been a vice president at Cunningham & Walsh 
and director of tv and radio for that agency; during his six years in that post he was instru- 
mental in bringing many of C&W’s major accounts into television. Mr. Sheehan has also 
been tv-radio director at Buchanan & Co., and has served as a specialist in broadcasting and 
motion pictures with General Electric. At GE’s request, he was with the Department of State 
during World War II, managing all radio facilities for the Armed Forces Radio and Voice of 
America. A graduate of Union College, he lives in Princeton, N. J., with his family. 





G. T. C. Fry, vice president and account supervisor, Kenyon & Eckhardt, Inc., New 
York, has been appointed vice president in charge of the agency’s Detroit office, as well as 
account supervisor. Donald J. Gillespie Jr., vice president, will continue as senior account 
executive and will assist in the administration of the Detroit office. Mr. Fry joined K&E in 
1950 as an account executive, was made an account supervisor two years later and was elected 
a director of the agency in 1954. Previous to his association with the agency, he had been 
sales promotion manager in the Detroit office of CBS and national sales manager for ABC. 
Mr. Gillespie has been with K&E since he joined the agency as an office boy in 1936, follow- 
ing his graduation from college. He has been a space buyer and associate media director, 
and in 1956 he was elected a director of the agency. 





Donald W. Coyle (1.), vice president, sales de- 
velopment and research, ABC-TV, has become vice 
president and general manager, with William P. 
Mullen (c.) moving up from that post to vice presi- 





dent in charge of television network sales. At the 
same time, Slocum Chapin (r.), who has been vice 
president in charge of client relations, has been named 
vice president for the western division of ABC-TV. 
The changes are part of a general reorganization of 
the ABC-TV sales department. 





George C. Stevens has been named vice president in charge of sales for the Transcon- 
tinent Television Corp., it has been announced by David C. Moore, president of the firm. 












Mr. Stevens, who had been general sales manager of Transcontinent, joined the company in 
1957 after 12 years with the National Broadcasting Co., the last three of which years he 
served as sales director for wrca New York. Mr. Stevens, who resides in Greenwich, Conn. 
is a member of the New York Sales Executives Club, the Yale Club and the Radio-Tele- 
vision Executives Society. The stations which Transcontinent Television Corp. owns and 
operates include wroc-tv Rochester, WGR-AM-TV Buffalo, wNEP-TV Wilkes-Barre-Scranton and 
wsva-AM-TV Harrisonburg, Va. With his 12-year background at NBC, Mr. Stevens brings 
extensive experience to the job of handling the sales end of these six properties. 
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' FROM THE CORNERS OF 
; THE WORLD COMES 
lee Green's 


—RENDEZ vous 
WITH 
~ ADVENTURE 


39 Half Hours in Color 


_ Each film is professionally 
_. photographed by Lee Green, 
famous adventure cameraman. 
__He brings his own daring ex- 
ploits to the screen for the 


first time. _ 
see: 
__ > The Adventure - 
of the 


Prehistoric Monster 
Flores Island 


The Adventure 
of the 
Alaskan Mummies 


Alaska 


The Adventure 
of 
Devil’s Island 


French Guiana 


For 
more information 


wire 
or call 






HO 2-4448 
in New York: 
Peter Piech« Mike Mills 
Murray Hill 7-5011 


in Chicago: Jack Russell 
State 2-2818 
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Sometimes it’s better for Johnny not 
to read. The other night a father we 
know suggested that his little egghead 
turn off the tv set and take his bath. 

“Gee whiz,” the lad complained, 
“why should I? It said in the paper 
that there are more tv sets in this coun- 
try than bathtubs.” 


* * * 


Life in this security age: Seems that 
one of the large utility companies had 
occasion to cut some 300 linemen off 
its payroll some months ago. Being the 
kind of organization concerned not 
only in the interests of its current em- 
ployes but in ex-employe welfare as 
well, 


research to find out how its former line- 


it recently undertook extensive 
men were doing. 

Surprisingly enough, practically all 
of them had relocated and a large ma- 
jority had, in fact, found jobs paying 
more money. 

When the results of the survey 
neatly bound—were placed before the 
vice president in charge of personnel, 
he was not abashed at alll. 

“Well, they 


moneywise,’ he said, 


may be doing better 
“but they can’t 
match the job security they had here.” 

The 


rector pointed out that the comment 


somewhat startled research di- 


was a bit illogical under the circum- 
stances, reminding the vice president 
that the men in question had been fired. 

The vice president mulled that over 
in his organization mind for a moment 
and replied, “Well, that may be. But 
up until the very instant they were 
fired, they couldn’t beat our job se- 
curity!” 


Let the following Associated Press 
story serve as a warning to television 
producers: 

In Louisville they were frantic, look- 
ing for a tv actress. Main qualification: 
be expecting. 

The Kentucky Medical Association's 
featured program at its meeting’ last 
month was stymied by an impatient 
stork. The doctors were to watch a 
closed-circuit television program of a 
Caesarean section birth. 

The expectant mother couldn’t wait. 





Two days before the telecast she gave 
birth to her baby. 

When last heard from, the doctors 
were looking for a replacement. 

* * * 

We thought it was a gag, but ajter 
checking with the Arbitron people, we 
found that they were deadly serious 
when they sent us the program correc- 
tion changing $64,000 Challenge to 
War and Peace. 

* * * 
East Ger- 
many’s top Communist, Deputy Minis- 
ter President Walter Ulbricht, has told 
youth leaders in East Berlin that Amer- 


Life in this western stage: 


ican cowboy shirts are not the proper 
If the work- 
ers must wear clothes with pictures, 
Herr Ulbricht demands, they should 
North Viet Nam, not Texas. Or 
they should show pictures, not of Roy 


attire for young workers. 


show 


Rogers or Hopalong Cassidy or even 
Red Ryder, but of 


slain in the 


“people’s heroes” 
unsuccessful Communist 
revolution in Germany in 1919. Or of 
Arabs. 

Communist newspapers in East Ber- 
lin are taking up Herr Ulbricht’s theme, 
but so far it has had little apparent ef- 
fect on young people. A woman wrote 
recently to one of the Berlin papers 
complaining about two teen-age girls 
whom she saw on the Alexanderplatz 
station in the center of East Berlin with 
“Elvis 
pockets of their jeans. 


* * * 


Presley” written on the hip 


It has just come to our attention that 
for over a year the Canadian Broad- 
casting Co. has banned the use of the 
word “Yank” on the air when referring 
to one of Us. 

It seems that the Canadian govern- 
ment, which controls the CBC, is keen- 
ly aware of national sensibilities and 
felt that for Canadians the term Yank 
has come to have an unfortunate con- 
notation. 

This development comes as a sur- 
prise to folks on both sides of the 
border. For ourselves, we were under 
the impression that the utterance of the 
word Yank caused blood to boil only 
in the sunny south and seven other 
cities in the American League. 
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Every tv show that has won an “Emmy” 


| for best cinematography was processed 6 % 


a 7 CONSOLIDATED FILM I 
Complete 16mm and 35mm film services 
eo 959 Seward Street, Hollywood 38, Ca aw Dilywood 9-1441 
: 521 West 57th Street, New York 19, Ne re 6-0210 


CFI processing accurately reflected all the creative talents of these cinematographers 
who have won the ‘‘Emmy” award: 

1954 — Lester Shorr, A.S.C. ‘‘I Climb the Stairs’’ — Medic 

1955 — William Sickner, A.S.C. ‘Black Friday’’ — Medic 

1956 — Norbert Brodine, A.S.C. ‘‘The Pearl’ — Loretta Young Show 

1957 — Harold E. Wellman, A.S.C. ‘‘Hemo, The Magnificent’ — Bell Telephone Scientific Series 
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| PROSPEROUS 
PEOPLE IN 
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CALIFORNIA'S 
SUPER- MARKET, 
IN THE 

SAN JOAQUIN 
VALLEY. 
KERO-TV 
BAKERSFIELD 
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is television for the 
entire rich 
San Joaquin Valley 





EDWARD PETRY & CO., INC. 








